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Rough Proofs 


Advertising agencies apparently 
are not seeking publicity at pres- 
ent on their political clients. After 
all, it’s still a long way to No- 
vember 5. 

vvy 


Nebraska’s plan to give tourists 
“honorary citizen” stickers for their 
windshields was turned down be- 
cause of traffic regulations. Still, 
they might have made a good alibi 
for unwary drivers. 


7 Vv F 


Using automobiles as traveling 
billboards for community promo- 
tion has a strong appeal to local 
boosters, but it might be a good 
idea to consult the owner of the 
medium once in a while. 


, ee 


“does not seal in your nails and 
prevent absorption of 
from the air.” 


| 
| 


} 
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See Advertisers 
Drawn Directly 
Into Music Fight 


BMI and ASCAP Both 
Confident Advertisers. 
Will Help Them | 


New York, Aug. 29.— The eerie 
calm that pervaded the camps of 
ASCAP and BMI this week ap- 
peared to be only a lull before the 
storm, with a resumption of verbal 
barrages tentatively scheduled for 
the post-Labor Day period. Pend- 
ing new developments in the battle 
that has highlighted the 1940 radio 


year, both sides clung tenaciously | 
Cutex polish, the ads now say,| to their announced positions. 


Although at this writing the di- 


moisture|rect contact between the two op- 
What’s the differ-| posing forces 


and advertisers has 


ence—women defy nature every) been limited to a conference called 
day in their clothes and cosmetics,|by BMI and attended by agency 


and get away with it. 


=. @ v 


The U. S. Court of Appeals tells| ASCAP, 


GMAC that its 


representatives several weeks ago, 


;}and a memorandum on the subject 


distributed to 
all 


advertisers by 
indications are that 


instalment copy! advertisers will be drawn into the 


must be so clear that “wayfaring| picture more closely as the year 
men, though fools, shall not err | wanes. 


therein.” 


Who said so brashly that | 


It appeared definite today, for 


you shouldn’t write down to the|example, that BMI will endeavor 


customers? 
,<e ¥ 
Representatives 
Strong Points.”’—Headline in 


VERTISING AGE. 
And who could possibly tell them 
better? 
- v 


Farm markets look pretty good, 
according to reports from the ex- 
perts, but the political farm relief- 
ers go right on with their pet plans 
for relieving. 

v,vry 


National Donut Week has been 
proclaimed for October 28-Novem- 
ber 2. If you’re a_ confirmed 
dunker, you may get over it just in 
time to waddle to the polls Novem- 
ber 5. 


+, | 


Northwestern Yeast Company has 
tackled the difficult problem of re- 
storing home baking, steering 


to cultivate its relations with agen- 
cies and sponsors by distributing 


of Media Tell, more promotional material designed 
Ap-|to impress time buyers with their 


stake in the controversy. As far as 
ASCAP is concerned, although the 
organization has no immediate plans 
to deal directly with advertisers, 
conversations with time buyers will 
necessarily become more frequent 
because some agencies have already 
invested in transcription commit- 
ments extending into 1941, involv- 
ing the use of ASCAP music. In 
such cases, ADVERTISING AGE learned 
today, ASCAP will offer advertisers 
special licenses covering the tran- 
scriptions, regardless of the status 
of the stations scheduled to broad- 
cast the programs. 
Use BMI Music 

A report heard in advertising 
circles during the past few days to 
the effect that Bruce Barton will at- 


its| tempt to arrange a meeting between 


course carefully between the rocks| agency executives and ASCAP rep- 


of baker’s bread and the reefs of | resentatives 


baking-powder biscuit. 
 ¥ ¥ 


‘Deodorants sell to farm families 
in the upper classes about as well 
as to town families in the same eco- 


nomie levels,” asserts the Farm 
Journal and Farmer's Wife. Hasn't 
honest sweat been left a_ single 
place it can call its own? 

v v v 


Financial advertising, strange to 
sav, is down from 1939 levels only 
1.4 per cent, Media Records reports. 
Maybe it should concentrate now 

copy headed, “Wanted: One Big 
Bull Market.” 

a 


The New York Stock Exchange 
has announced that it is all ready 


to launch that big campaign to 
neke friends it has talked about 
0 long. Everything is taken care 


f except the minor detail of ad- 
er tising. 
a v 


If Vick’s had put “Gone With the 


= Tcht 


Wind” into a radio serial, the fam- 
us brook and “The Lone Ranger” 
have been challenged for 
or tinuity. 

Copy Cus. 


| 


next week proved 
groundless when Mr. Barton denied 
he was involved in the music con- 
troversy in any capacity. 

BMI officials pointed to the in- 
creasing use of their music on com- 
mercial programs as evidence of the 
steadily expanding scope of their 
activities. National network pro- 
grams that are using music from 
the BMI catalog include those spon- 
by Philip Morris, Lucky 
Gordon Baking, Lifebuoy, 


sored 


Strike, 


|General Mills and General Baking. 


In addition, BMI reports, a large 
number of sponsors on regional net- 
works are using its catalog. 

In ASCAP quarters the prevail- 
ing feeling is that the impasse be- 
tween the broadcasters and their 
opponents will be broken 
by a reasonable compromise. 
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READY FOR AUTOMOTIVE DOG FIGHT 
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B. B. Geyer, president, Geyer, Cornell & Newell, Nash agency, breaks bread 

with George W. Mason, president, and C. W. Nash, chairman of Nash-Kelvinator 

Corporation, as the company readies its new entry in the low-price field for 
public introduction. 


Auto Makers 


Set Sights 


for 1941 Sales Battle 


Detroit, Aug. 29.—Despite the 
prospect of the most intense com- 
petition it has ever experienced in 
the low price field, General Motors 
Corporation affairs moved serenely 
along their appointed course to-| 
day, with high executives moving 
to Lansing to join officials of the 
Oldsmobile division in unwrapping 


| the cellophane on the 1941 Olds. 


While warlike 
came from South Bend, where 
Studebaker is grooming the 1941 
Champion, and Nash was rushing 
production and copy for its new low 
price car, which will be backed by 
“the biggest exploitation program 
in the company’s history,” the only 
news from General Motors in this 


announcements 


| field was that the Chevrolet pre- 


shortly | 


view will be held Sept. 10. Ford 
and Chrysler will follow on suc- 
ceeding days. Chevrolet's record of 
522,000 cars in 1940 seems to be 
calculated to give competitors 
something to ponder. 

In the higher brackets, the “Best 
Buick Yet” will make its advertis- 
ing debut Sept. 5 in 3,500 cities and 
towns. The slogan, a background 
in which the Buick “Fireball” en- 
gine is displayed and advice given 


to “See your nearest Buick dealer” 
will 


appear on 12,000 _ posters. 
Heavy newspaper support is also 
promised as distribution is com- 
pleted. 


MacManus and Willys 


The Willys-Overland situation is 
also inspiring frenetic brain waves 
among the automotive moguls and 
their satellites. It is reported that 


Joseph Frazier, the Willys conduc- | 
tor, is readying a new car with a) 


new name. The price class is un- 
known. The boys who do_ the 
guessing are also expressing the 


conviction that Theodore Mac- 
Manus is destined to play a more 
important role in Willys-Overland 
affairs than as an adjunct to its 
present agency. The author of “The 
Penalty of Leadership” did not 
come out of retirement for any 
ordinary assignment, they aver. 


STUDEBAKER SET FOR 
SMASHING DRIVE 
South Bend, Ind. Aug. 29.— 
Studebaker Corporation will seek to 
maintain its strong position in the 
low price field and its greatly im- 
(Continued on Page 26) 


Last Minute News Flashes 
Six Separate Campaigns for Hiram Walker 


New York, Aug. 30 


Six separate campaigns will be used this fall 


by Hiram Walker & Sons in the largest seasonal promotion program 


in its history. Six magazines, 


newspapers 


and posters will be used 


Canadian Club and Ten High will receive chief emphasis, but bourbons 


and ryes will also be 


Co. is the agency. 


promoted 


aggressively 


Sherman K. Ellis & 


Turnbull Leaves Blackett for Maxon 


New 
executive 


York, Aug 
of 


30.—Henry R. 


Blackett-Sample-Hummert 
he will work on the Bab-O and Tetley Tea accounts. 


Turnbull has resigned as account 
to joint Maxon, Inc., where 
He was formerly 


in charge of the A&P account for Paris & Peart. 


Harper New Sales Manager for Ward 


New York, Aug. 30. 
of Schenley 


Marion Har 
Distillers Corporation, 


manager of Ward Baking Company 


per, formerly general sales manager 
has been appointed general sales 
. He was formerly with General 


Foods and the old Blackman Company. 


Best Foods on Network After Five Years 
New York, Aug. 30.—Best Foods will resume network radio after 
a five-year lapse with a five-day 15-minute program on 56 CBS stations, 


starting Oct. 7. 
tised in magazines, will be featured. 


Nucoa oleomargarine, which has been heavily adver- 


Benton & Bowles is the agency. 


Dept. of Commerce 
Drives Against 
Trade Barriers 


Washington, D. C., Aug. 29.—Use 
of its 31 field offices in a drive to 
remove trade barriers by an edu- 
cational and promotional program— 
a part of which will be the encour- 
aging of business men to present 
specific problems encountered—was 
announced this week by the Bu- 
reau of Foreign and Domestic 
Commerce. 

James W. Young, director of the 
Bureau, in a letter distributed to 
managers of the Bureau’s field 
offices, advised that the field offices 
“will further a program directed 
|towards the removal of all laws, 
rules, regulations and administra- 
tive orders which impede or tend 
to impede the free flow of com- 
/'merce between the states.” 

Among the activities which the 
Bureau will engage in to further 
its program are the dissemination 
of information on the economic 
effects of trade barriers, and com- 
| pilations showing the origin, opera- 
tion, and final effects of trade bar- 
riers. This information will be dis- 
tributed to business and civic or- 
ganizations throughout the country. 

In connection with the program, 
the Bureau has already instituted 
a broad program of economic re- 
search on the various phases of the 
trade barrier problem. The research 
is being carried on by members of 
the faculties and graduate students 
of nearly 100 colleges and univer- 
sities throughout the country. The 
whole research is a part of the Bu- 
reau’s broader program of business 
research. 


“Gone with Wind’ 
Goes That Way 
as Radio Show 


New York, Aug. 28.—Vick Chem- 
ical Company’s plans for launching 
“Gone With the Wind” as a radio 
serial blew away this week as the 
movie moguls performed an abrupt 
about-face and decided against 
permitting an ether version of the 
best seller novel and hit film. 

The hitch in arrangements after 
all parties to the deal had freely 
discussed it last week as completed 
came when Nicholas M. Schenck, 
| president of Loew’s, Inc., which 
j}controls GWTW with David O. 
| Selznick, forbade use the film 


of 
for radio. The decision was said 
to be final, although it was under- 
stood that efforts were started to 
reopen negotiations. 
| The bombshell had many reper- 
| cussions. Vick had cancelled its ex- 
tensive spot radio campaign when 
the opportunity to sponsor GWTW 
came along, and had arranged with 
the Columbia Broadcasting System 
for the 9:30 to 10 p.m. time on 
| Tuesday nights, the show to start 


Oct. 1. Vick had also placed Stack- 
Goble Advertising Agency in 
charge of the projected network 
show. 


Will Go Back to Spot 


Although revised plans have not 
been completed, it is expected that 
the company will go ahead with as 
much of its spot campaign as pos- 
sible. Much of the time which Vick 
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1940 


had reserved on more than 100 sta- 


tions was resold to other sponsors | Stromberg-Carlson 


following receipt of cancellation 
notices when the GWTW deal ap- 
peared set. 

It was reported in film circles 
that a possible reason for the quick | 
turnabout in rejecting the radio| 
offer for GWTW was a poll which| 


| 


Radio Copy Puts 
Emphasis on FM 


Rochester, N. Y., Aug. 28.—Fre- 
quency modulation reception will 
be emphasized in the 


Stromberg- | 


ADVERTISING AGE 
pons for requesting literature are 
included with the copy, inquiries 
being routed to dealers for follow- 


up. 


H. M. Hubbard New Head 


of Greenfield Corp. 


Donald G. Millar, president of the 


, , ‘ ‘ - ° ; Greenfield Tap and Die Corpora- 
= . Bg a baying aoe Carlson fall campaign which moves tion, Greenfield, Mass., has (ore 
galing scr . ee ee under way with a page in The elected chairman of the board of 


to see it again. With this in mind, 
it was said, those controlling the 
film decided against risking an air 
version, since the second year’s run 
of the picture appears assured of 
heavy patronage. 
Basic Group Gains | 
Based on 15 Accounts 

The item in ADVERTISING AGE of 
Aug. 26, dealing with gains of 82 to 
169 per cent for Basic Newspaper 
Group, Inc., has created an errone- 
ous impression in some quarters. 

The gains referred to were those 
recorded by the members of the 
group on business of 15 accounts 
placed through the group during 


card — gg Reger ~ a tions to tonal advantage include the | Hotel, Pittsburgh. 
an ney have no relation], 4.404 Taher - mes PSR 
to the total national advertising patented Labyrinth and Carpinchoe 


carried by papers which are mem- 
bers of the group, but only to the 
15 accounts, chiefly in the grocery 


Saturday Evening Post of Sept. 14, 
continuing with color advertise- 
ments in the Sept. 16 Life and Sept. 
28 Collier’s. Space also will be used 
in The New Yorker and Time, the 
campaign extending up to the 
Christmas holiday season. 

Copy not only will point out that 
orchestra conductors, musicians and 
radio experts find that FM recep- 
tion brings incomparable _ tonal 
quality, but headline emphasis will 
be placed on the assertions that FM 
reception means no static and no 
station interference. Features of 
the Stromberg-Carlson sets which 
are presented as exclusive contribu- 


Leather Speaker. 
Instruments featured in the in- 
itial copy are No. 535-M, a console 


|directors to fill the vacancy caused 


by the resignation of Col. F. H. 
Payne, and has been succeeded as | 
president by Howard M. Hubbard of | 
Cleveland, who, after Sept. 3, will 
also act as general manager. 

The board of directors accepted | 
the resignation of Francis A. Smith | 
as general manager. He has been 
associated with the company since 
1920. Col. Payne plans to devote 
his time to the national defense pro- 
gram as chief of the Hartford Or- 
dnance 


Hotel Names Clokey 


| 


District. | 


Samuel J. Clokey has been ap- | 


pointed sales representative for the 
Statler-controlled William Penn) 


Gilbert Forms Agency 
Milton T. Gilbert has opened an 
advertising agency at 1102 Temple 


September 2, 


Liste 
tadeos « 
more 


than just add 
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UTMOST OF RADIO'S GREATEST ADVANCE 


M 


d radio experts, who have 


ce that in tonal perfection, as 


radio model, and No. 535-PS, an 
automatic radio-phonograph. Cou- 


and drug classifications, now placing 


bldg., Rochester, and will operate 
their business through the group. 


as the Gilbert Advertising Agency. 


steed 
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This full-page, to appear in the Sept. 14 Saturday Evening Post, will introduce a 
new Stromberg-Carlson campaign in which FM reception will get most of the play. 


Moffett in New Post 

Mark I. 
tising director of the Times, Nash- 
ville, Tenn., has been made vice- 
| president and business manager of 
Advertising Associates, Inc., Char- 
lotte, N. C. 


Duerr Leaves R&R 


| 


the San Francisco office of Ruth- 
rauff & Ryan, Inc., has resigned. He 
| has made no announcement of 
future plans. 


Moffett, former adver- | 


Frederick W. Duerr, manager of | 


Crosley Names Pierce 


The automobile division of the 
Crosley Corporation, Cincinnati, has 
|} appointed R. M. Pierce, formerly 
with the American Bantam Car 
,; Company, as district manager for 
| the New England states. 


Alumni Group Appoints 

The Wisconsin Alumni Research 
Foundation has appointed the Cra- 
mer-Krasselt Company, Milwaukee, 
|to handle its advertising. O. Jay 
| Blake will be account executive. 


— 


y | 
e FZ HE 


...and Geo. Birkenbaugh is only one of 
292,421 in the KFH Airea— 


who are buying tractors and soap 


tingnan, Haneet, 
July 35, 3900 


automobiles and 


aia coffee — because of hard-hitting salesmanship from 
Brisi sees © reenetton Mere 4) ; EP : 999 49 : For those advertising men who 
Bets) Sele en KFH. Here in the KFH airea are 292,421 radio fam- or those adveruising 


Dear Ur. Lather' 


terested 
You sey O° = Ser hietenere t 
operete © 


ilies with $248 more money to spend than the average 
American family. That's extra money to buy more of 
your products if youll take the time to tell them 
about ‘em. 


» knowing thet +e 
winter 
rae fore 
sere) ooleene 


a ere we ya -.A cosencoet 
“ome ete yours Z KFH is the home station of 70¢¢ of the buying power 
4, Bibub-A of Kansas, PLUS 20° of the buying income of Okla- 

homa because it is the ONLY full time CBS outlet in 
Kansas and the ONLY FULL TIME 5000 watt station 


is no surmise. 


THE CARE AND FEEDING 
OF PRESIDENTS 


Chapter 11* 


celebrated recipe for good rabbit 


stew includes a suggestion that it is wise first to catch the rabbit. 


know that it is essential for ther 


companies to reach executives, this summary may provide facts fo 
the first step in a program to reach presidents and top executives 


These figures are taken from a name-by-name count of the circula 
tion of Dun’s Review. They are not a projection of a sample. Ther: 
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Glenn D Gillett Field Strength Survey—193 
Map shows coverage to the .1MV M line 


CBS» 5000 DAY - C. P. 5000 NIGHT - CALL ANY EDWARD PETRY OFFICE ~ |." 1° ‘Getails.” (Copies available. 
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For copies, address: Dux’s Review, 290 Broadway, New York, N 
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YOU HEARD 2 


HAVE 


New as we are in the electrical transcription business, some 
very pleasant things already have been said about our record- 
— Aan ings. Writes C. O. Langlois, General Manager of Lang-Worth 


Feature Programs, Inc., “ . . . the Columbia recordings, fur- 
nished with the new NAB-Lang-Worth Transcription Service, are meeting 
with universal approval from the Atlantic to the Pacific, from Canada to the 
Gulf.” “. .. the tops,”’ says Station WOW. “‘ .. . the closest thing to perfec- 
tion we have ever heard,’’ writes Station CKAC. And so they go. 


You may be the author of one of the many compliments we have received. 
abbi If so, thank you! But if you haven’t yet heard a Columbia transcription, we 
Dit. cordially invite you to listen to a demonstration of the remarkable new record- 
thei: ing characteristic developed by Columbia Engineers, at one of our completely 
equipped studios in New York, Chicago or Hollywood. 


tives 


cula 


Dher 


TRANSCRIPTION DIVISION 


COLUMBIA RECORDING CORPORATION 


m | A SUBSIDIARY OF COLUMBIA BROADCASTING SYSTEM, INC. 


NEW YORK, 799 SEVENTH AVENUE + CHICAGO, WRIGLEY BUILDING - HOLLYWOOD, COLUMBIA SQUARE 
AT FIFTY-SECOND STREET 410 NORTH MICHIGAN AVE. 6624 ROMAINE STREET 
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for your recognition of 
another “first’’ 


On this very spot, Mr. Ralph, in the May 
27th issue of “Advertising Age”, we first 
announced the campaign theme: “The 
Only Real Security—A Home of Your 
Own!” Your good letter and hundreds of 
others, together with endorsement of the 
campaign by many building industry 
publications, form a satisfying indication 
of the industry’s readiness to follow sound 
editorial leadership. Even more 
satisfying is the fact that due to 
the widespread use of tens of 
thousands of pieces of sales helps 
we have prepared, dealers and 
contractors are selling homes. 
It is evident that the campaign 
has accurately gauged the tem- 
per of the American people, and 
the appeal to which they will 
respond today. 


se PRACTICAL BUILDER 
BUILDING SUPPLY NEWS 


CHICAGO, ILL. BSN Dealers’ Catalog—24th Year 


Experts 


59 E. Van Buren St. 


Le 
: r. re 
a ' f 
aa Sees 
re a + 1 ee 
4 ha on ae 
% ae ¥: ty BS =f ae 
aie Hal 
-. : 


Babies, Babies 
Everywhere in 
Toilet Tissue Copy 


Scott Features Set of 
Twins in New, Expanded 
Campaign 


New York, Aug. 29.—Although 
/ball players will continue to sing 
the praises of breakfast foods and 
movie queens the lure of lipsticks, 
it became evident here this week 
that udvertisers will entrust the job 
‘of selling toilet paper only to be- 
diapered infants whose expert ad- 
'vice can only be a matter of con- 
| jecture. 


This vogue for 1940 was empha- | 


|sized by Scott Paper Company, 
ternational Cellucotton Products 
Company in drafting the services 
of infants as the basic theme of an 
extensive advertising campaign. The 
| widespread attention attracted by 
the sophisticated Delsey babies has 
inspired Scott to go its competitor 
one better by taking under its cor- 
porate wings a pair of vivacious, 
| real-life twins. For better or worse 
in later life they’ll be remembered 
|as the “Scottissue Twins.” 


Two Affinities 


The technique of employing in- 
fant labor will be different in Scott’s 
forthcoming drive as compared with 
Delsey’s effort during the past few 
months. Whereas in the latter case 


WHEN WILL MOM 
DELSEY 1S Sé 
LIKE KLEENEX | 


—— 


LEARN ‘ 


FT, 


ited data ade. 6a 0B one 
} 
| Current example of Delsey copy. 

| 

|the cutie was able only to worry 
about mommy’s learning that “Del- 
sey is soft like Kleenex,” the Scott 
kids will portray two separate but 
affiliated qualities. One of the twins 
will clap his chubby hands and 
chirp, “I’m Softie,” and the other, 
not to be outdone, will frown and 
mutter, “I’m Toughie.” The two 
characteristics, softness and tough- 
ness, will be dramatized throughout 
the Scottissue campaign. 

The performances of the Scot- 
tissue Twins will undoubtedly be 
buoyed up by the realization that 
the past eight months have been the 
biggest in their company’s history 
and they will be responsible, to a 
substantial degree, for continuing 
the upward sales curve. The cam- 
paign will represent an _ increase 
over last fall’s program, with a list 
that includes several national maga- 
zines and metropolitan newspapers. 
J. Walter Thompson Company is the 
agency. 


No Wise-Cracks 


Opening insertion in the Scott 
baby campaign indicates that the 
twins have been recruited from the 


MORE BABIES 


i . wee 


SOFTNESS and TOUGHNESS — the twin qualitic: 


L traced efi 5 te - 


| 


It's twins this time for Scottissue car 
paign. 


| 


which has followed the lead of In- | 


right wing of testimonial-givers, 
marked contrast to the less con- 
servative branch of infantdom that 
sponsored the Delsey copy. The 
Scottissue Twins will depend on 
their innate charm to draw the ai- 
tention of prospective custome: 
The Delsey kids, on the other hand, 
projected themselves into the lime- 
light by spieling out such wise- 
cracks as, “I’m on a sitdown strike 
until Mom gets Delsey!” 

Lest art directors and copy chiefs 


babies they duck the temperament 
that frequently characterizes mor: 
mature copy stars, here’s a word of 
warning. Production on the Scot- 
| tissue copy was held up for a couple 
|of weeks because one of the twins 
picked up a summer rash. 


—— 
‘Philco Directs Efforts 
Toward Farm Market 

Philco is using 22 farm publica- 
| tions in its radio advertising cam- 
|paign, emphasizing the importance 
‘of keeping in touch with European 
affairs and with the 1940 Presiden- 
tial campaign. The possibilities of 
state and county fairs are being 
|exploited by Philco dealers in direct 
merchandising efforts and special 
broadsides have been prepared out- 
lining suggestions for exhibits, 
stunts and premium offers. 

A specially designed Philco elec- 
tric refrigerator is also being pushed 
for the farm market. 


Rejoins “Brewer” 

Joseph H. Riseley, for the past 
three years press representative of 
‘the National Electrical Manufac- 
iturers Association and editor of 
|\“NEMA News,” has resigned to re- 
jturn to the American Brewer 
|manager. He held the same pos!- 
tion with the publication from 1932 
to 1937. 


as 


J. H. Stapleton Advanced 


John H. Stapleton, assistant to the 
| vice-president in charge of sales fo! 
| the Carnegie-Illinois Steel Corpora- 

tion, has been appointed assistant 
manager of sales in the New York 
| district. 


should think that by enlisting 


Lomunail 


IN THE 9% RETAIL MARKET 


KSTP 


The Northwest's Leading Radio Station 


i _— 


NBC 
BASIC RED NETWORK 


MINNEAPOLIS 
ST. PAUL, MINN. 
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ADVERTISING AGE 


Consumer Moves 
Not Subversive, 
Jewelers Told 


Ortner Names Baker; 


Agency Adds Nichols 


Ortner Shampoo Corporation, 
New York, has appointed Lynn 
Baker Company, New York, to di- 
rect its account. Test campaigns 
are being planned to introduce the 
product in major markets. 

Frederick H. Nichols, whose last 
advertising connection was with 


New York, Aug. 29.—In spite of | Batten, Barton, Durstine & Osborn, 


the fact that subversive elements | 
heve seized upon the situation to) 
ply their subtle techniques, the con- | 
sumer movement at its heart is not | 
subversive and should not be dealt 
with as such by business, Howard 
M. Cool, director of the division of 
consumer interests of the National 
Better Business Bureau, told the 
American National Retail Jewelers 
Association convention here today. | 

Mr. Cool pointed out that if the 
subversive elements in the con- 
sumer movement are to be over- 
come, business must make friends 
with the earnest groups who are 
crusading only for what they be- 


New York, has joined the executive 
staff of the Baker agency. 


Riordan Adds Two 


General Household Corporation, 
Los Angeles, using magazines, and 
Dr. Campbell, Los Angeles, using 
newspapers, have appointed John H. 
Riordan Company, Los Angeles, to 
handle their advertising. Earl R. 
Culp is account executive. 


Now Probe of FCC 
Is Asked for by 
Senator Tobey 


Washington, D. C., Aug. 28.— 
Charges of monopoly in the radio 
industry were carried a step fur- 
ther in Washington this week when 
Senator Tobey, Republican of New 
Hampshire, called for a thorough 
investigation of the Federal Com- 
munications Commission. 


Following the Senate investiga- 


tion conducted in connection with 
the renomination of Thad Brown 
as a member of the Commission, 


Senator Tobey introduced a resolu- 
tion calling for a complete investi- 
gation of the FCC and the radio in- 


dustry. The Senator also revealed 
that he had sent letters to each 
member of the Commission asking 
a report as to whether they had 
ever received any favors or emolu- 
ments from radio licensees. The 
same information was _ requested 
from Chairman James Lawrence 
Fly for each employe of the FCC. 
Sen. Tobey, in introducing his 
resolution, charged that the FCC 
had failed to make a thorough and 
complete investigation of an al- 
leged monopoly in the radio indus- 
try. The resolution, broad in its 
scope, authorizes $25,000 for the 
probe and calls for an investigation 
of the existence, extent, formation, | 
legality and effect upon the public | 
or any individual or group of any 
monopoly in radio broadcasting. 


The study would also take in the 
sale or distribution of any radio 
broadcasting or broadcasting equip- 
ment. 

Specifically included would be a 
probe of the administration by the 
FCC of those sections of the Com- 
munications Act dealing with radio 
or any of its related aspects, par- 
ticularly licensing. 

The Senate committee on 
state commerce 
investigation. 


inter- 
would conduct the 


Royal Joins ANA 

Royal Typewriter Company, New 
York, has been elected to member- 
ship in the Association of National 
Advertisers. Wesley H. Beckwith, 
advertising manager, will represent 
the company in the ANA. 


Times Foreign Correspondent 
Returns to England— 


lieve will be to the mutual advan- | 


tage of both business and the con- 
sumer. 

He stressed that the movement 
embodies elements inherent in a 
crusade, and that emotions ordi- 
narily aroused by a crusade can be 
deftly molded into opinions and 
convictions. This is no time to let 
a rift widen in the relationship be- 
tween business and the public, he 
added. 


Must Act Now 


Mr. Cool sought to convince the 
jewelers that just because they do 
not observe evidence of a consumer 
movement in their daily dealings 
with the public, that does not mean 
no such movement exists. If busi- 
allows the movement to pro- 
ceed far enough so that it is easily 
recognizable, he said, it will be too 
late to meet it. 

Myron Everts, president of the 
group, told the convention § that 
jewelry sales during the first six 
months of this year were the high- 
est in a decade and 12 per cent 
ahead of the same 1939 period. He 
predicted that sales volume would 
either maintain its current high 
level or increase during the rest of 
the year. 


ness 


Release J. H. Reiter 

J. Harkey Reiter, public relations 
director of the Pennsylvania Liquor 
Control Board for the past four 
years, has been dismissed from that 
post by Gov. Arthur H. James. In 
addition to handling press rela- 
tions, Mr. Reiter also supervised 
liquor advertising in Pennsylvania 
for the state board. It is expected 
that the advertising duties will be 
taken over by Thos. D. Frye, secre- 
tary of the board. 


Prepares Savings Booklet 


Actual experiences in saving 
money have been taken from the 
files of savings banks and put in 
dramatic form in a booklet entitled 
“Romance in Saving” for distribu- 
tion by savings banks. It was pre- 
pared by the Metropolitan Advertis- 
ing Company, New York. 


The October 1940 Issue of 


Moior West 


will be the 
Annual New-Car 
and Show Number 
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MOTOR WEST PUBLISHING CO. 
808-809 Rives-Strong Bldg. 
Los Angeles, Calif. 


Richard Busvine, TIMES for- 
eign has 


spent the past two months on the 


correspondent = who 


foreign news 
the 
home office, 


desk in 


is en route 
back to Eng- 
and to 
the 
ture holds for 
the British 
Isles, 


shalling their 


land 


what fu- 


mar 


powerf s 
against the blitzkrieg. 


Busvine, who covered the lin 


nish war and many phases of the 


western conflict, 


evacuation of Dunkirk for The 
TIMES, will tour the coasts of 
England, Scotland and Wales, 


inspecting the empire's prepara 


tions for the bitter conflict ahead. 


His instructions will also take 


him to Ireland, regarded as a 
future hot 
Hitler's 


land.” 


sp toon 


“blitzkneg over [Eng 


During his Chicago service 
Busvine took over the duties of 
TIMES editor 


Pilaum, currently making a sur 


Foreign Irving 


vev of conditions in Central and 


South America, 


including the 


the chart of 


Business 
Booms in 
Chicago 


May, 26 


industrial 


During concerns in” the 


Chicago area announced 


property, building and equipment ex 
pansion programs 


amounting to more 


than $6,500,000 This represents three 


times the amount for a comparable 


period a year ago 


The Illinois Bell Telephone Com 
pany will spend $3,900,000 for addi 
tional buildings and equipment in 
Rogers Park. 

Chicavo tele 

phones in use, 

140 pana 

June 2s 1,001,909 974,408 

Contracts totaling more than $22, 
000,000 have just been released to 
Chicago firms by the War and Navy 


departments. 


The sales of Chicago department 


stores during the week ending August 


10, 1940, were 13.6% larger than in 
the corresponding week last year 
Chicago led all other cities in its re 
serve district 
Tune, Tur 
a40 1 
Department Stores Sales 
Index (Federal Reser 
Board) (Monthly Aver 
ige, 192 1(m)) n) uy | 
Payroll Index manuf 
turing mdustries "0 
Payroll Index manuta 
turing imdustries 
Ihines Dey ment 
Lab (M \ve 
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4 BOARO OF EXPERTS 


“ 


Analyzes The 


READERS 
CIRCULATION A. I 
period ending June 

UP 
UP 


LOCAL MERCHA 
RETAIL DISPLAY 
months of 1940 

UP 
UP 


1940 
UP 
UP 


months of 


| 
Chicago TIMES 


3.C. interim report for 
30, 1940. 404,619 
42,975 over 1939 
92,632 over 1938 
NTS 
ADVERTISING first 7 
3,286,048 lines 
147,257 over 1939 
551,685 over 1938 


NATIONAL ADVERTISERS 
GENERAL DISPLAY ADVERTISING first 7 


630,836 lines 
49,083 over 1939 
59,263 over 1938 


INQUIRING REPORTER 


THE QUESTION: 


Why do you like to shop the news- 
paper 


TIMES 


ads? asked — of 


home-delivered 


Chicago 
subscribers. 


10,000 specta 


tors watched the 1940 National Model 


Airplane ( amps ships held in Chicago Nearly 1,200 youthtul contestant 
ompeted in the meet which was held under tl t sp )) I 
| IMI S Jumior \ir Cadets and the Chica Park [ist t 

rIMES’ Aviation Editor Maurice Roddy is founder of the Junior An 
Cadets ( il vanizat boasting a membership of ver 47.000 1 


ot whom are 


hetween the aves of 16 and 20 


Popularit the National Junior Air Cadet Corps has resulted in its 
nationwide syndication as a newspaper feature 
om oe +s 
oan hl igen 8 
a oi 


Mrs. Astrid Danielson— 
Housewite, 
42 Bryn Mawr 
| always look through 
the newspaper ty see 
where | can get the best 
bargains This practice 
not onl saves me money 
but Iso i lot time 
, that I can profitably put 
to other use Besile ! 
really enjoy looking at the ads.’ 
Mrs. Louise L. Jardine— 
Housewrte 
j S| A \ nue 
l r price 
' rt ‘ t - 
Ww - 


ta rite ‘ 
nit t ng t the 
right time they announce 


the sales Then, too, | like to brows 
through the ad for new den which might 
be useful around the house 
Mrs. Josephine A. Josler 
Housewite, 
74 N. Hoyne 
My main reason ft 
shopping the newspaper 
uJ ids is to look at the 
tvle | watch them 
wo ever da to see what 
new colo ire” tashion 
- ble what tvle dresses 
heing worn Ads are 
reat time iver t sher it ictuall 
come t the buying 
Mrs. Bertha Caron— 
Housewile 
43 N. Winthroy 
Phe draw 
tention 1 thir i 
‘ nt therwise 
new le A | 
b I ‘ t 
t ! t y 
t! 1 hing t 
! t is | ‘ 
new 


Figures on retail display advertisin 


that The TIMES had topped the eve 
They are: (1) Women's Clot 

(:}) Jewelry (4) Electrical \ 
Shoes (6) Tortlet Goods and Be: 


Leadership in these classifications 
rIMES pulling power 


from toilet goods 


Ranging in a 


adequately cover the needs of any ady 


to electrical appliances, 


Times “Brings Home” Six Winners 


g for the first six months of 
classifications 


Household 
Men's 


ning field in sta 


mportant 


hing 


(2) lkurniture and 


ppliances and Supplies (5) 
uty Shops 
shows the wide scope and 
ppeal from men to women 


The TIMES offers 


ertiser 


auchence 


i medium that 


1940 showed 


diversity oft 
s, and 


will 


“a 
, 


CHICAGO'S 


R.J BIDWELL 
SAN FRANCISCO 


NEW YORK 


THE pg TIMES 


URE NEWSPAPER 


NATIONAL REPRESENTATIVES 
SAW YER- FERGUSON -WALKER CO. 
DETROIT CHICAGO 


N. ANGIER 


ATLANTA 
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First Issue of New 
“Stage” Due Oct. 28 


A new magazine devoted to the 
theater and allied entertainment 
fields will make its first appearance 
Oct. 28. It will be called Stage, the 
same as the publication which went 
bankrupt a year ago, but will be 
published by a different group and 
with a new editorial policy. Alex- 
ander Ince, formerly publisher of 
Theatrical Life in Hungary and pro- 
ducer of many plays and movies, is 
publisher. Alexander King, for- 
merly with Life, is editor, Robert 
Ames, former agency head, vice- 
president and advertising director. 

The magazine will be _ issued 
monthly, and advertisers are guar- 
anteed a 65,000 circulation at the 
beginning. The page rate is $650. 
The first issue will contain at least 
128 pages, including the complete 
script of “The Man Who Came to 
Dinner.” 


Names Wallace Witmer 


The Times, Harrison, Ark., 
appointed Wallace Witmer 
pany as national advertising 
resentative. 


has 
Com- 
rep- 


Houbigant Names Mathes 


Houbigant Sales Corporation has 
appointed J. M. Mathes, Inc., New 
York, to direct the advertising of 
its perfumes. T. D. Mathes is ac- 
count executive. 


Baseball Tie-Up 


Not So New for 


Gillette Razor 


Boston, Aug. 29.—With Gillette 
Safety Razor Company making 
preparations to sponsor the World 
|Series for the second consecutive 
|year, a survey of Gillette advertis- 
ing reveals that the company is no 
newcomer in the field of capitaliz- 
ing on baseball in its advertising 
| campaigns. 


{ 


| 


| 


A search through the advertising | 


archives of the company unearths 
the fact that as far back as 1910 
|Gillette used testimonials of major 
| league stars in its national magazine 
advertising. This was the first time 


|Gillette turned to sports for its 
copy. 
| The razor manufacturer’s first 


| 


‘Ward Names Harris V. P. 


baseball advertisement carried four | 


photos and testimonials, the subjects 
being Hugh Jennings, manager of 
Detroit; John H. Wagner, leading 
batter of the Pittsburgh club; Harry 
H. Davis, captain of the Philadel- 
phia American League team, and 
John J. McGraw, manager of the 
New York Giants. 

Testimonials in this advertisement 
seem to be scarcely different from 
those in use today, except the possi- 


|ager in charge of the Pacific Coast 


ADVERTISING AGE 


bility of the John McGraw “plug” | 


which reads, none too realistically, | 


'“I wouldn’t be without my Gillette, | 


especially when I am on the road | 
with the team. It makes shaving 
all to the merry.” 

In 1910, a study of the advertise- | 
ment shows, Gillette blades were | 
priced at one dollar for 12. 

The use of the baseball copy was | 
on a wide scale with copy appearing 
in The Saturday Evening Post, Col- 
lier’s, Argosy, Blue Book, Red Book, 


| 
| 


Century, Everybody’s and _ other 
magazines. 
The use of testimonials in the 


1910 campaign created a sensation 
and throughout the campaign 63 
different ball players were given a 
chance to express their delight with | 
the product of the sponsor. 


Philip W. Harris, regional man- 


retail business of Montgomery 
Ward, has been elected a_ vice- 
president. 


Yorke Adds Division 


Emerson Yorke Studio, New York, 
producer of theatrical and informa- 
tive films, has added an industrial 
division under the direction of 


2 


At Full 


99.79% SOLD — 


List Prices 


Latest A.B.C. figures show that the | 
average monthly net paid circulation of Popular | 
Mechanics for the first six months of 1940 was 


Mitchell I. Koppel. 


OOO O80 


forty to sixty 


rate, $1.29. 


per cent as much. 


and 99.79% of those subscribers and newsstand buyers | 
paid full list prices for this 25-cent magazine. 

At a quarter on the newsstands it led the mechanical 
magazine field though other magazines sold for only 


Advertisers can reach this market of six hundred 
thousand men buyers of this 25-cent magazine at a 
startlingly low cost. At the one-time rate, the cost is 
$1.45 per page per thousand, and at the twelve-time 


For any product men buy or have a hand in buying 
use Popular Mechanics. 


POPULAR/ WECHANICS 


200 East Ontario Street, Chicago, Illinois * New York « Detroit * Columbus 


| 
| 
| 
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BASEBALL GREATS HELPED GILLETTE IN ‘10 


a - s 


September 2, 1949 
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| Star Ball-Players of Both Big Leagues 
Thank the Gillette Safety Razor 


for the clean, cool GILLETTE shave that kept their faces smooth and 
fit through the sun and wind of the season's race for the American 
and National Pennants. Sixty-three of them have written their apprecia- 
tion of the GILLETTE. Four of these letters are reprinted below: 


- 


| Gasoline 


Hugh Jennings 


Manager of the I 


John H. Wagner 


the system.” 


Harry H. Davis 


John J. McGraw 


merry. 


enthusasts ww every community of Amenca— im the hotel 
Roy a GILLETTE and use @ The GILLETTE shave tok 


Gillette Safety Razor, $5.00 


Mew York, Tivos Busing 
Chrcage. Mock Exe Oty 


“Always a Gillette for mine. Nearly all 
of my team mates use the Gillette and 
are as highly pleased with it as | am.” 


Leading Baties of the Pitihorg T esse 
“IT shave with a Gillette. 
nothing that could induce me to change 


Phitadelphia ; Captain of the Leaders of Amertcan League 
“ After trying every advertised safety razor 
I can truthfully say that none has given 
anywhere near the full measure of satis- 
faction as the Gillette.” 


Momoges of the New York Chants 

“| wouldn't be without my Gillette, 
especially when | am on the road with 
the team. It makes shaving all to the 


Theee million other alert, seli-rehant men shave themmelves with the GILLETTE Safety Razor. You will find CILLETTE 
wn the sheepuny 

The GILLETTE os typacal od the American spant that thinks for deel 

. th ce mm 

day. No stropping. to hoamg— and anv man can shave with it the h 

Regular boa of | 2 Blades, $1.00 


GILLETTE SALES COMPANY Pactotee Beaton, Monte 


22 West Second Street, Bostor 


Galatia Sebety Rasen 
Canadian Office: 63 St Alexander St Mewtres 


1 know of 


~ 


at and va the steamer 
> bon ter lt and mseats on quick actton and efhcrency m every thing 


sit gives @ tone and a brace that les all 


exester, Berlin Pars 


bed. bnew a 
aste 


f 
; 
i 
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Away back in 1910 Gillette Safety Razor Company, sponsor of this year's broad 


cast of the world series, started its tie-up 


tisements featuring testimonials from 63 major league players. 


with baseball, using a series of adver- 
The names fea 


tured in this advertisement are still pronounced with reverence by followers of 
the sport. 


GULLETTE SALES COMPANY, 22 W. Seewnd Street 8 
Fentories Bev 


nm Met omt Lennar Bote Pew 


This Gillette advertisement, used in magazines 30 years ago, features the testi- 
monials of five famous ball players—Donovan of Detroit, Chance of Chicago. 
Kling of Chicago, Wagner of Pittsburgh, and Jennings of Detroit. 


Substitution of 


Gas Brands Rife 


in Massachusetts 


Boston, Aug. 29.—Substitution of | 
brands is rife among gasoline deal- 
ers of Massachusetts, Frederick H. 
Moore, executive secretary, Retail 
Dealers’ Association, said 


today. This and other irregularities 


have already caused the conviction 


of more than 50 dispensers under 
the fair trade amendment to the 
state fair trade act, Mr. Moore said, 
despite the difficulty of policing the 
law. 

Mr. Moore said that the conviction 
of a Springfield dealer on charges 
of selling regular gasoline for Ethyl 
illustrates a situation which is cost- 
ing dealers, consumers and the state 
huge sums annually. Other types 
of violations include’ displaying 
illegal signs, selling below or above 
posted prices, and failure to have 
the brand name on the equipment 
in use. 

The secretary took the position 
that a publicity campaign which 
will acquaint the consumer with all 
of the provisions of the law and 
enlist his help in spotting violations, 


is essential if order is to be brought 
out of the present chaos. Other- 
wise, he said, enforcing the amend- 
ment is well nigh a hopeless task 


BALTIMORE 


(NOW SEVENTH CITY) 
has grown 50,000 since 1930 


Make your advertising inves'- 
ment in a GROWING market; us° 
the FIRST CHOICE radio station 
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TELLING ALL 


Will A. Foster, cheese sales manager, | 

and Richard C. Borden, sales promotion 

manager of The Borden Company, help 

Helen Joyce put on a food program 

over WLS, Chicago, in connection with 

the meeting of the National Food Dis- 
tributors Association. 


Retailers Study 
Means of Aiding 
Defense Program 


Recommendations on 
Pricing, Quality Made 
by Advisory Group 


Washington, D. C., Aug. 29.—Co- 
operation between retailers and the 
consumer division of the National 
Defense Advisory Commission to 
prevent unwarranted _ price in- 
creases and to promote the free and 
steady flow of goods to consumers 
was declared to be assured here to- 
day, following a conference called 
by Harriet Elliott which was at- 
tended by about 50 representatives 
of retail trade groups. 

Various aspects of the situation 
were discussed by Miss Elliott and 
Gordon Selfridge, Jr., Lew Hahn, 
general manager, National Retail 
Dry Goods Association; Ben Lewis, 
executive assistant to the defense 
commissioner in charge of labor 
supply; and Fred Lazarus, vice- 
president, F. & R. Lazarus & Co., 
Columbus, O. 

Oswald Kneuth, president, As- 
sociated Dry Goods Corporation, 


New York; H. W.. Brightman, 
chairman, National Consumer-Re- 
tailer Council; and Hector Lazo, 


executive vice-president, Coopera- 
tive Food Distributors of America, 
led a general discussion of prices, 
quality changes and the distribu- 
tion of consumer goods. 

No formal action was taken, the 
conference being designed as a 
means of discussing and clarifying 


issues and of increasing effective 
cooperation between all groups 
concerned. 
RECOMMENDATIONS 


ON CONSUMERS SUBMITTED 


Washington, D. C., Aug. 28.— 
Recommendations to protect con- 
Ssumers during the defense emer- 


When can I have electros 
on the coast 


ANSWER: 


Tomorrow 


either coast! 


If you are an adver- 
tising man in a posi- 
tion to ask that or any 
other question about 
e newspaper advertis- 
= @. Lhe ing, you'll want to 
see “The Rapid Way 
to Better Newspaper 
Advertising.” It's a 
complete handbook to 
aid newspaper adver- 
tisers in getting better 


reproduction. 


*5 Ask about it’ 


The Rapid Electrotype Company 
Cin nnati, New York, Atlanta, Philadelphia 


Chicago, Detroit, and San Francisco 


| particular 
| and 


gency have been submitted to the 
Consumer Adviser’s office of the) 


National Defense Commission by 
the Consumer Adviser’s Confer- 
ence of National Organizations, fol- 
lowing its meeting in Washington 
earlier this month. 

The report was divided into sev- 


'eral sections including recommen-_ 


dations on “consumer-buyer prob- 
lems,” “the Consumer Adviser's 
office and organized civic groups,” 


“social well-being,” and “nutrition | 


as a basis for physical fitness.” 
The _ conference recommended 
that information be made available 
to consumers on the prices and 
quality of consumer goods with 
regard to inventories 
supplies which will or may 
affect prices. It was stated that 


consumers should be aided in at- 
taining an understanding of such 
information in order that they may 
use it effectively in buying. 

It was stressed that information 
concerning the quality of goods was 
particularly important at the pres- 
ent time because of the likelihood 
of substitution or misinformation 
on quality. To counteract any such 
tendency, existing standards for 
consumer’s goods should be com- 
piled and distributed widely among 
the consumer groups. Where stand- 
ards do not exist, it was recom- 
mended that definite, informative 
labeling be used until standards 
could be made available. 

Also seen as a possible evil was 
the danger of an unnecessary and 
unwarranted increase in _ prices. 


The conference recommended that 
the Consumer Adviser's office take 
steps to prevent any such increase. 

Stressed in the report was the 
fact that national defense is based 
on the physical well-being of the 
whole nation, and that this physical 
well-being is possible only if the 
maximum of cooperation between 
consumer groups and those organi- 
zations offering consumer goods to 
the market is effected. 


The conference also urged that 


the Consumer Adviser's office pre-| 


pare suggestions for national or- 
ganizations, and that the local 
members of these national organi- 
zations carry out a program in line 
with the needs of the local commu- 
nity and the needs of national de- 
fense. 


Form H-M Products 


H-M Standard Products, Inc., 
Freeport, N. Y., has been formed to 
operate Home Makers’ Educational 
Service which supplies illustrative 
materials and lesson plans for a 
group of standard products in the 
food, textile, personal grooming, 
and household management fields, 
to teachers of home _ economics, 
home demonstration agents, home 
service directors and other adult 
educators. Officers are Gail Mur- 
phy, president; Bertha F. Duda, 
vice-president and treasurer; and 
Duncan E. Longworth. 


To Needham & Grohmann 


The Hotel Woodstock, New York, 
has appointed Needham & Groh- 
mann, New York, to handle its ac- 
count. 


TET Pty Spe 
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Mid-afternoon in a Philadelphia home... The crowded 


morning’s gone. Lunch is over—dinner’s planned. Now 


comes the most welcome hour of the day. 


In most Philadelphia households, it’s “Bulletin Time”! 


With the delivery of The Evening Bulletin, the house- 


wives of Philadelphia take a daily recess to read, leisurely, 


the news of the day; to study The Bulletin’s interest- 


packed women’s pages; and to shop carefully, thriftily 


through the advertising. 


Then the youngsters, in from play, divide The Bulletin 


to enjoy their favorite features. 


After dinner the head of the family takes his good time 


to go through its columns, 


page after page—thoroughly. 


So it is in nearly every household in the City of Homes 


—leisure time in Philadelphia is “Bulletin Time”. 


With The Evening Bulletin, the advertiser can reach 


nearly every worthwhile 


cS. Philadephia Cty of Smo 
nearly everybody reads 


prospect in this vast home 


market. . 


. reach customers when they have the time to 


read his advertising thoroughly. 


Ask your advertising agency about The Philadelphia 


Evening Bulletin. 


Learn about its thirty-five years of 


leadership in daily circulation, without an artificial sub- 


scriber inducement of any kind. . 


. its concentration of 


circulation within the retail trading area (95% ABC)... 


its unusually low advertising cost per reader. 


Evening Bulletin readers 

Newspaper No. 2 readers 
Newspaper No. 3 readers 
Newspaper No. 4 readers 


Readers Spend Over 43°% More Time on The Bulletin 


In a recent impartia! survey, when Philadelphians answered 
the question, “How much time did you spend reading these 
Philadelphia newspapers yesterday,” the results were: 


Women spend at least 43.1% more time reading The Bulletin 
than any other Philadelphia newspaper. 

Men spend at least 43.8% more time reading The Bulletin than 
any other Philadelphia newspaper. 


Average Reading Time 


Men Women 
54.5 min. 52.8 min. 
37.9 33.7 
28.7 36.9 
35.0 3°.4 


Copyright 1940, Bulletin Co., Philadelphia 
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September 2, 1949 


Special Drive to 
Extend Season for 
Brazil Nut Sales 


New York, Aug. 29.—Seeking to 
lengthen its selling season by a 
month, Brazil Nut Association has 
planned a novel Hallowe’en pre- 
mium promotion as a feature of the 


most extensive advertising drive in| 


its seven-year history. To induce 
distribution before the October holi- 
day, “Kernel Nut of Brazil’ masks 
will be offered free, tying in with 
the “Kernel Nut” trade character 
featured in advertising. 

The campaign, 
way in October issues of women’s 
magazines and in pre-Hallowe’en 
issues of Sunday newspapers, will 
appear in The American Weekly, 
Good Housekeeping, Ladies’ Home 
Journal, McCall's, Metropolitan 
Sunday Newspapers, Inc., Puck— 
The Comic Weekly and Woman’s 
Home Companion. 

Consumer copy will feature cook- 
ing uses of Brazil nuts as ingredi- 
ents in baking cakes or cookies and 
in making gelatine desserts. A sur- 
vey conducted among housewives | 
last spring disclosed that these are 
the two chief uses of the nuts in 
cooking. 

A business paper 


campaign, em- 


which gets under | 


baking publications, is also planned 
Approximately one-half of the Bra- 
zil nuts imported in this country are 
used 
foods. 

T. R. Schoonmaker, executive sec- 
retary of the Brazil Nut Advertising 
Fund, declared that this season’s 
supply will probably be 
than last year, although there is no 
left-over crop from the previous 
season. Prices, according to Mr. 
Schoonmaker, will be the lowest in 
|25 years. 

Four-color copy in comic sections 
of Sunday newspapers will feature 
\the Hallowe’en mask offer. Other 
merchandising material will also be 
distributed to retailers, including 
|display and counter cards, window 


streamers, brochures and advertis- 
ing mats. Charles W. Hoyt Com- 
pany has the account. 


J. Roy McGinty Heads 
Georgia Press 


J. Roy McGinty of the Calhoun 
| Times, has been re-elected president 
of the Georgia Press Association. 
Other officers reelected were: vice- 
president, Otis Brumby of the Cobb 
| County Times; 
| ager, James C. Seymour of Atlanta. 
Hugh Trotti of the Atlanta Consti- 
tution, 
of treasurer. 


in making candy and baked | 


| Tribune 


| 
smaller 


secretary and man- | 
jated Advertisers, 


was elected to the new post | to 


bracing grocery, confectionery and wae WGN lta for 
Fashion Contest 


The 40 most distinctive dress de- 
signs submitted in the $7,500 Ameri- 
can Fashions contest of the eee 
will be revealed at 
shows in the WGN audience studio | 
Oct. 2, one in the afternoon and one | 
in the evening. The 25 winning | 


<i 


| 


garments to receive prizes will be | 
selected by the judges from these | 
40. Travis Banton of Hollywood, a) 


leading American style creator, 
act as commentator during the two 
shows. 

Mrs. Grace Pickering, chairman 
of the show committee. reports that 
12,491 sketches were submitted by 
5,246 contestants. The designer of 
the best garment will receive $3,000; 
second best, $2,000; three prizes of 
$500 each and 20 of $50 each. 


HJCS Opens in Colombia 


HJCS, a new 50,000 watt station 
in Bogota, Colombia, South Amer- 
ica, began broadcasting Aug. 24 on 
a frequency of 920 kilocycles. Pan 
American Broadcasting Company, 
New York, represents the station in 
this country. 


Bub to Stewart-Jordan 
Garry Bub, president of Associ- 
Inc., Harrisburg, 
has resigned from that agency 
join Stewart-Jordan Company, 
Philadelphia agency. 


Pa., 


a Dependable 
PRINTING SERVICE 


@ Local and National @ 


There is hardly a business that could not afford to take 


advantage of the services rendered here. Firms of approved 


responsibility, both local and national, discover an unusual 


faculty for service in our large and complete plant: : 


: These 


customers know frdm experience that Printing Products 


Corporation has made and maintained a reputation for 


doing more than just good printing: : 


‘and know they can 


expect those many indefinable, added measure efforts as a 


part of our service :: 


ability of this Company to serve you as satisfactorily. 


: Important for your consideration is the 


We 


welcome an opportunity to work with and for you. 


Serving Customers in 48 States 


PRINTING PRODUCTS CORPORATION 


Polk at La Salle Street 


Established 1888 
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Composition Facts 
on Labels Read by 
Half of Shoppers 


Starch Also Studies 
Public's Knowledge of 
Nylon Hosiery 


New York, Aug. 29.—Only half | 


the housewives who shop for pack- | 


aged foods make it a 
labels stating the contents of the 
products they buy, the 


| 


point to read | 


Daniel | 


Starch organization reported today | 
| following personal interviews with 
3,065 women in 35 areas through- | 
out the country. The investigation | 


was conducted during the course of 
a continuing survey among readers | 
of 19 leading magazines. 

The _ investigators 


| 


who queried | 


the women on their label reading | 


habits made it clear that “contents” 
of the product referred to the ma- 


terials from which the product was | 
made, not the contents of the prod- | 


uct with regard to size and weight. 
The findings were reported as fol- 
lows: 


1,560 women, or 50.9 per cent of 


those queried, asserted they usually 


| read the label details; 


while 1,505, 
said they did not 
regular practice. Of 


or 49.1 per cent, 
make this a 


those who answered the question 
affirmatively, 21.3 per cent said 
they applied the practice to all 
types of canned and _ packaged 
foods; 13 per cent to any product 


purchased the first time; 2.8 per 
cent, to everything they bought; 
and 2.2 per cent only to unknown 
brands. Many different types of 
products were mentioned specific- 
ally, including juices, fruits, vege- 
tables, soups, baby foods, meat and 
fish. 


Check on Nylon 
A second investigation reported 
by Starch dealt with nylon hosiery 
and likewise developed some inter- 
facts. The 


esting questioning was 
started June 24, about five weeks 
after the new hose were made 


available to the retail trade. 
2,302 women were asked whether 
they had heard of nylon hosiery. 
Ninety-one per cent answered affir- 
fatively. 

The latter group was then asked 
whether they had bought any of 
the new hose, with 31.1 per cent 
answering “yes,” the remainder, 
“no.” Those who had bought re- 
ported as follows: 

Five hundred and one, or 
cent, said the 


In all, 


77 per 
purchases came up 
to their expectations, with 16 per 
cent replying negatively and the 
remainder unable to furnish a defi- 
nite answer. 


The final question in this study 


was: “Who manufactures  nlyon 
stockings?” Of the 2,302 women 
questioned, 784 or 37.4 per cent, in- 
cluding 88 who had purchased, did 
not know, while 27.9 per cent an- 
swered “duPont.” Actually, du- 
Pont makes the yarn but the 


hosiery is manufactured by a num- 
ber of hosiery manufacturers. 
Two hundred 
13.2 per cent, said 
manufacturers; 3.2 per cent 
duPont makes the fabric 
other companies manufacture 
stockings, or duPont makes 
yarn but don’t know who makes 
the hosiery. The remaining 
women gave the names of 
more specific companies or 


“oir” 
said 


“most” or 


of nylon hosiery. The list included 
about 100 different names. 


The two Starch studies were part 
being 
business 
a quar- 


of a special series which are 
sent to a selected list of 
executives in the form of 


terly report, entitled “Facts First.” 


Copp to “Confectioner” 
William C. 


Copp has been ap- 
pointed Eastern manager of the 
Manufacturing Confectioner Pub- 


lishing Company with offices at 71 


New York 


W. 23rd street, 


seventy-six, or 


while 
the 
the 


300 
one or 
brands 
as identified with the manufacture 


UNION'S STORY 


COMING OF AGE 


To The Ward-Stilson Workers: 


Industrial Citizens— 


Almost all of you have voted in oar national, 
and municipal election we 


for president, for governor, for mayor, and many other 
determined 


lot, and there, with no one to observe you, you will place 
your X in the square of your choice. 


We honestly believe that this coming of age, becom. 
Industrial 


which you have ever been faced. You will ee 
your own fate, the fate of your families, the conditions 
under which you will work in the years to come at the 
Ward Stilson factory. 

You will decide whether you want to belong to the 

one d family of the International varment 

‘kers’ Union, with its 250,000 members, its more than 
4,000 contracts, whose members work under Union con 
ditions of hours and wages. Or whether you want to con 
tinue with the Maisonette Workers Union, whose mem 
bers include only a partial number of those now em. 
ployed at the Ward Stilson Company. Or, finally, wheth 
er you want no union at all. 

We believe that once the facts are understood, if 
wou judge honestly and fairly, your own 
will determine that you vote for the Internationa! 
Ladies’ Garment Workers’ Union. 

These are the facta. The ILGWU is over forty years 
old, and has behind it a history of achievement which 
has raised the garment workers of the nation from 
sweatshop conditions to those of decency and dignity. Ln 
the past garment workers worked 70 and 80 hours « 
week. Today they work from 4 to 40 hours per week 
In the past their wages were so meager as to make dread 
diseases inevitable. Today they have security and earn 
enough to live much more healthfully and fully than the 
older generation ever dreamed of 

These conditions were brought about by aconstan: | 
struggle to improve hours and wages. It took forty 
years to achieve the standards that now govern organ 
ized garment factories. Today you whe work in the 
Ward Stilson Company have inherited, indirectly, what 
the Union has —— to organized factories. The 
ILGWU has raised the standards of all garment work 
ers. 


It stands to reason that your logical place is with 
other garment workers. It stands to reason that the 
only way you can insure job security, equality of work 
ing conditions, continued improvement of wages and 
hours is by membership in the only bona fide organiza. 
tion of Garment Workera. The ILGWU is recognized, 
both by The American Federation of Labor to which it ir 
affiliated, and by the Congress of Industrial Organiza- 
tions, as the only legitimate Union in the field of women's 
garments 

Your place is with us. We welcome each and onary 
one of you. We urge you to exercise your industrial 
zenship and vote on Friday, August 23, from one catil 
four P. M. 

Remember, a vote for the International Ladies’ Gar- 
ment Workers’ Union is a vote for yourself, a vote for 
your families, and a vote for the community 


Be Sure To VOTE In The FIRST SQUARE 


INTERNATIONAL LADIES’ GARMENT 
WORKERS UNION 


Pa® ADVERT CEMENT 


| Perhaps the first instance in which any 


4 oe ‘ 
Sot a a ; ‘eS 


labor union has used paid newspaper 

space to encourage voting in a labor 

board election is this three-column ad- 

vertisement of the International Ladies’ 

Garment Workers’ Union in an Ander 
son, Ind., newspaper. 


Thanksgiving Set 
for Nov. 21 


President Roosevelt announced 
last week that official national 
observance of Thanksgiving will 
take place this year on Nov. 21, a 


week earlier than the traditional 
“last Thursday in November.” 

The date of the festival was first 
moved up last year, primarily to 
lengthen the retail season between 
Thanksgiving and Christmas. While 
most states and communities took 
cognizance of the Presidential proc- 
lamation, some insisted on holding 
off until the following week, while 
others observed both dates. 


Outdoor Advertising 
Meeting Nov. 14-16 


The annual meeting of the Out- 
door Advertising Association 
America will be at the Drake Hotel, 
Chicago, Nov. 14-16. 


The Pioneer Voice of 


WICHITA 


je Hollister, Gen. 7 [gr. 
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ADVERTISING AGE 
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Johnson fo Use 
Radio in Drive 
for Wax-0-Namel 


tacine, Wis., Aug. 
extensive testing in newspapers last 
spring, S. C. Johnson & Son, Inc., 
has decided to confine promotion of 
Wax-O-Namel to radio, according 
to plans announced today by Wil- 
liam N. Connolly, advertising man- 


ager. Johnson has just signed a 
six-day show on Station WBBM, 
Chicago, with the Saturday pro- | 
gram devoted to Carnu, another 
newcomer to the family. Wax-O- | 
Namel will also use four weekly 


spot announcements over radio sta- 
tions in 30 markets. 


Johnson used various types of 
yewspaper copy in the spring test, 
with 420 lines predominating, 
though full pages were taken in| 
one or two large markets. While 
this advertising apparently helped 


Wax-O-Namel to gain a foothold in 
a highly competitive field, current 
plans indicate that radio will be its 
chief reliance for the next year. 
Wax-O-Namel is described as being 
easy to apply and furniture on 
which it is used as “easier to clean 
and harder to scratch.” 

Many success stories have rolled 
up during the summer, one of the 
most notable being from Ford Motor 
Company. Despite lack of encour- 
agement from Johnson, the execu- 
tives in charge of the Ford exhibit 
at the New York fair used Wax-O- 
Namel on furniture in its outdoor 
exhibit and are enthusiastic over 
results, though the product is not 
designed for outdoor use. 


McQueen's Double Role 


Alexander McQueen, vete 
all three radio networks, 
featured on the new Johnson pro- 
gram, to appear daily on the Chi- 
cago station from 8:30 to 8:45 p. m. 
Though Ripley is generally consid- 
ered the chief exponent of oddities, 
McQueen is regarded by many radio 
men as the originator of the idea. 
McQueen will not only entertain, 
but get the assignment of delivering 
one of the two daily commercials 
for Johnson. He will be supported 
by transcriptions of the voice of 
Donald Novis, tenor, who formerly 
graced the Fibber McGee and Molly 
program on the NBC Red network. 
The program will run for 52 weeks, 
according to present plans. 

The spot schedule embraces 
following stations: WBRC, Birming- 
ham; KARK, Little Rock; WJAX, 
Jacksonville; WIOD, Miami; WSUN, 
St. Petersburg; WFLA, Tampa: 
WSB, Atlanta; WJBO, Baton Rouge; 
KWKH, Shreveport; WWJ, Detroit; 
KSTP, St. Paul; WDAF, Kansas 
City; KSD, St. Louis; KOWH, 
Omaha; WBEN, Buffalo; WBT, 
Charlotte, N. C.; WSAI, Cincinnati; 
WGAR, Cleveland; WKY, Okla- 
City; KTUL, Tulsa; WDOD, 
Chattanooga; WNOX, Knoxville: 
WSM, Nashville; WFAA, Dallas: 
KPRC, Houston; KTSA, San An- 
tonio; WIRE, Indianapolis; KFH, 
Wichita; WMT, Ceda: Rapids; 
KRNT, Des Moines, and WNAX, 
Yankton, S. D. 

The account is handled by 
ham, Louis & Brorby, 


ran ot 
will be 


the 


noma 


Need- 
Chicago 


Elects Belbeubeenes 


K. E. Kellenberger of the Union 
Switch & Signal Company, Swiss- 
vale, Pa., has been elected president 
ff the Industrial Advertising Coun- 


il, Pittsburgh. Other 
‘ecretary, George J. 
-hion Switch & Signal 
lce-president, Edmund 
nedy, Copperweld Steel Company, 
vlassport, Pa., and treasurer, Elliott 
2, Johnson, Homestead Valve Mfg. 
oMpany,  areepers, Pa. 


officers are: 
Kuhbach, 
Company; 
D. Ken- 


D'Arrigo Bros. Appoints 


7 mie Bros. of San 
9 grower, packer and shippe1 
we Boy fresh vegetables, has 
‘po nted Chambers & Wiswell, Inc., 
i n, to handle its account. News- 
“pes and radio will be used 
a rd M. Mason is account execu- 


Jose and 


29.—After 


| tion, 


Norman LeVally 


Joins Burnett 

Norman LeVally 
Burnett Company, Chicago, to 
as account executive 
chandising capacity. 
the agency 
Company, where he_ represented 
both Ladies’ Home Journal and The | 
Saturday Evening Post. 

Mr. LeVally spent eight years 
with Frigidaire division, General 
Motors Corporation, Dayton, O., in 
charge of sales training. 


act | 
and in a mer- 
He came 


Jewell to Jam Handy 


Harold B. Jewell, formerly copy- | 


writer for Sidener & Van Riper, Inc., 


Indianapolis, has joined the sales 
education section of the editorial 
staff of the Jam Handy Organiza- 


Detroit. 


to | 
from Curtis Publishing | 
| & Co. has taken the first step toward 


Macy’ s Invades 


has joined Leo| S¥racuse with 


New Type Store 


New York, Aug. 27.—R. H. Macy 


|the possible establishment 
chain of stores by 
for the opening of an experimental 
outlet at Syracuse within the next 
two or three months. Similar stores 


of a 
revealing plans 


will be established in other cities if 


the venture proves successful. 

The new store, according to Jack 
Straus, Macy's president, will 
stock “the cream of the best sellers” 
of the New York store. Both Macy’s 
own brands and nationally adver- 
tised products will be included. The 


be known 
A Star 


store will 
Syracuse, 


as Macy's of 
Item Store. 


Richard G. Roth, of the Macy 
executive staff, will be in charge 
of the new establishment. The rest 


of the staff will be obtained locally 
and an effort will be made to give 
the store local identity. 

The store will be neither a de- 
partment store nor a specialty shop, 
but somewhere in between the two 
All sales will be strictly cash. Mr 
Straus termed the experiment “an 
entirely new approach to retailing 
through small outlets.” 


Wagoner Advanced 


J. L. Wagoner has been made 
agency sales section manager 
Westinghouse Electric & Mfg. Com- 
pany, Pittsburgh. 


for 


Saunders to Rejoin 
Young & Rubicam 


O. A. Saunders, advertising man- 
ager of Centaur Company, New 
York, will rejoin Young & Rubicam, 
New York, Sept. 2. 

His duties will be taken over by 
R. D. Dunning, who became adver- 
tising manager of Cummer Products 
Company and Ironized Yeast Com- 


pany in May. All are subsidiaries 
of Sterling Products, Inc. Ray 
Englehart, who has been with Bor- 
den Company, will be Mr. Dunning’s 
assistant. 
Ford Preview Sept. 11 

Ford Motor Company has set 
Sept. 11 as the date for its press 
preview of the new Ford cars and 
trucks, as well as Mercury and 
Lincoln cars for 1941. 


@ KLZ’s primary (guaranteed) night coverage 
area has been pushed north and south by its five- 
fold top-of-the-dial 
frequency of 560 kc. 
serve a 33% greater population with a 
1% mv m or more (broken line, above). Primary 


(guaranteed) day coverage ('2 


WITH POWER BOOST AND DIRECTIVE ANTENNA 


increase in power on the 


and directive antenna 


mv, m 


to 
signal of 
program 
area, in 


red above) has been increased 24%, field tests 


show. KLZ’s signal strength in downtown Denver 
has been multiplied 3% 


times in the daytime. 
This intensified power throughout the Den 


ver-Rocky Mountain region has thus made listen- 
ing to KLZ’s 20-hour daily schedule of unrivaled uagnniens -td ieee 


times at night and 


114 


CBS and local programs and pacemaking news- ann WKY, Oxuas 


se oe 


we. 
wey 


into the 


casts available to 176,400 more people at night 
and an additional 182,389 people days. 

KLZ’'s combination of power-to-penetrate and 
programs-they-prefer makes this station your most 
competent and economical ally in getting your 


homes of the Denver-Rocky 


Mountain region where your selling has to be done. 


>) 
KLZ Deve: 


CBS Affiliate — 


560 Kilocycles 
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Beginning in newspapers, shifting 
into magazines reaching business 
executives, and concluding with 


PS |messages addressed to the com- 
- @ is a Food Cooperation |pany’s primary market, the 


cam- 
paign informs all who read that at 
least one of the country’s great 
pillars in any preparedness effort— 
agriculture—already stands to arms. 


Plan conceived in January, 1938, to 
provide national food advertisers a 
bonus in sales throughout the mam- 
moth $101,966,000 market repre 
sented by Topeka and its 21 Drive- 
in Counties. In spite of the fact 
that The Topeka Daily Capital 
reaches nearly 50,000 families 

more than any U. S. newspaper in 
cities under 80,000——this Plus Serv 
ice is offered absolutely without cost. 


Facets of Campaign 


The purposes of the advertising 
were manifold. The basic objective 
|was to emphasize the benefits of 
mechanized farming and IHC’s con- 
| tribution to it. Fundamentally, 

_|these benefits are two: Machines 
have made possible a farm produc- 
tion unrivaled elsewhere in the 


released from the soil indispensable 
workers who man the 
| transportation and distribution sys- 
|tems of the country. 

| “We believe,” said a spokesman 
for the company, “that the time is 
particularly favorable for such a 


PS, consists of two distinct 


forms of sales-stimulation: (1) bi- 
weekly display ads which list na- 
tionally advertised foods regularly 
featured in The Topeka Daily Cap- 
ital and stress the wisdom of pur- 
chasing nationally advertised qual- 
ity, and (2) The Daily Capital Food 
Review, a popular Saturday-morn- 
ing radio program over WIBW, 
which advises The Capital's 200,000 
readers to buy nationally adver- 
tised brands. 


'in national defense, and because as- 
‘surance of an adequate food sup- 
|ply is the prerequisite to any real 
national defense. We also feel that 
|}many persons who normally are 
neither friendly nor hostile to the 
farm equipment industry are in a 
receptive mood for such a mes- 
sage. 

“We think it is important, also, 
that the campaign dramatize the 
figure of the farmer, indicating his 
importance to the nation and the 
|high regard in which we hold him. 


peabass 


Finally, we felt that the 


| would build morale of our own em- 
|ployes by pointing out to them the 


|supreme importance of their efforts 


jin the national defense.” 


First Line of Defense 


r] First in the series of three ad- 
e e | , luabl ta vertisements was entitled, “Amer- 
= On vee? ae te ica’s First Line of Security.” The 


manufacturers of nationally adver | 
tised food products. In fact, Col 
gate-Palmolive-Peet Co. is but one of 
many exclusive Capital advertisers 
who have felt the tremendous effect 


| Taproots,” and reiterated the as- 
surance that on the score of food, 
jat least, America is prepared beyond 


of this Food Cooperation Plan. Re the dreams of other nations. Third | 
peated sales gains for Palmolive and last in the series was “The 
Soap, Colgate’s Dental Cream, and Wick of Freedom's Lamp,” which | 


Palmolive Shaving Cream in the ter 
ritory reached by The Topeka Daily 
Capital are contributed in’ large 
part to the effectiveness of | this 
Plus Service. 


capturing a 


related the saga of mechanization, 
}on small as well as large farms, and 
how this ever-expanding line of 
defense has made America secure 
at its base against disunion. 

The advertisements ran at weekly 
intervals in 27 newspapers in 15 


greater share of the markets, including not only cities in 


profitable Greater Topeka market? which IHC operates plants, but 
let us tell you why The Topeka | Washington, D. C., center of the 
Daily Capital is the buy of buys | current rearmament drive. Among | 
among  thoroughly-read = morning 


these cities are Chicago, Milwaukee, 
Fort Wayne, Indianapolis, Chatta- 
nooga, East Moline, Rock Island, 
Auburn, Springfield, O., and others. 
The initial advertisement appeared 
in Business Week, Forbes, Nation’s 


papers. 


Che Copeka 


° Business, Newsweek, Time _ and 

a U a United States News, after which 
the campaign was diverted into 

INFLUENCING THE BUYING HABITS a, and oe “" ee 1? ~s 
OF 200,000 KANSANS arm papers. 1is list not only 


embraced such national publications 


<1) Gentleman, Farm Jour 


world and use of the machine has | 


industrial, | 


‘campaign because of public interest | 


series | 


| second was headed, “Strong at the | 


of machines, generation after generation 
of farm sons and daughters, imbued 
with the American ideal, have peopled 
our cities and created our industrial 
civilization. 

This nation was established and built 
by farmers. Its basic social unit bas always 
been the family on the family-size farm. 
So long as its foundation is the man who 
farms his acres, speaks his mind, helps 
his neighbor and prizes his freedom above 


his ease, America is secure at its base 


against disunion. 


Because these things are true, the 
| 
} 


TRACTORS + FARM 


J4. WN Att tee 


INTERNATIONAL Hanves 


INTERNATIONAL HARVESTER 


lieving that only an independen: 
fourth estate can retain the read: 
confidence essential to effective ad 
vertising. 


= 4 sips ae # Sir Sy f 3 ee ped 
‘ 4 - 
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| | Fi { IHC SOUNDS REASSURING NOTE ‘New York Times’ 
| to Fig ulld s 
. } 
in Preparedness, Closed Shop Rule 
New York, Aug. 28.—While i: 
° not opposed to a union of edito, 
cs 2 | ays opy = \X 1C workers, the New York Times said 
|that freedom of the press requires 
ee ———- = eee Soe me Chicago, Aug. 29.—Hitler’s mech- abolition of the “closed shop” pla: 
aieeotieed food peer “ad Gee anized hordes have a_ beneficent f F d b L of the American Newspaper Gu 
agencies. counterpart in this country in a O ree om Sy amp affiliate of the CIO. The Tim 
1 sun-bronzed army of American therefore, will appeal to the United 
RS farmers which, armed by science States Circuit Court of Appeals, fi 
ad afl is the last thing you in business, has banished a spectre * lowing an adverse ruling by 1! 
a ae _ gp oe yp ae “ ‘which has haunted man since the National Labor Relations Board 
PS. is "the ox thing ogee birth of time. . ! ; Arthur Hayes Sulzberger, anu 
expect a paper like The Topeka This is the reassuring keynote Elsi of spirit in a nation comes soundness and vitality of the family farm lisher of the Times, said yesterd 
Daily Capital to do for its adver- |brought to industry, the public and only from the devotion of its people are essential to America. Sometimes we that the closed shop principle cor 
tisers. Yet The Daily Capital is not the farmer himself by International to a fundamental ideal. Fortunately, are told that it is endangered, that ic troverts the best principles of ney 
content to rest upon the laurels of | | Harvester Company in an institu- America's fundamental ideal has always is unable to compete against larger farms papermaking, hence cannot be «a 
its tremendous influence and con tional campaign which will conclude | Seth (REED fie eee SD mocha charge cepted. The Times has bowed 
centrated coverage alone. It offers | jn September issues of national and | i e Np TaN On: HE the closed shop principle only 
P. 8., therefore, to national food sectional farm papers. S. G. Mc- | yeaa aaa pace san seomparaytr |ecases involving mechanical depart 
advertisers. : 4 | of others. time high and the overwhelming majority . va : : 
Allister, International Harvester | ies send des Ge ec of then ceems-fanily fares, quem; ments, “whose members are n 
president, regarded the series as so Americans do, all ages and all groups the members of the family concerned with reporting or editir 
timely, in the light of the tragedy But for 150 years of American history Within recent years the farm equipment the news.” 
being enacted on the European the very wick of the lamp of freedom industry has produced mechanized equip- Advertisers have watched the e; 
stage, that he appended his own has been the American farm. ment especially for the smaller farm—low - croachment on the freedom of t! 
signature to the copy—marking the Aamntede Creme Rave given co he pennegreigguryangrangriap-i04 press, through the Guild’s clos« 
IPRER first time that he has permitted this prep aac hipsters rasa cen dane ais a ‘shop policy, with deep concern, by 
| fume —- personal touch. 
POWDER) domueg 


American farms. Each passing day sees 
more of them in use. The small tractor is 
making itself as essential to American 
farming as the light truck is to American 
business transportation. 

The progress of mechanization has 
strengthened the position of the Ameri- 


| Better Speech Appoints 


can family farm and all that it stands Better Speech Institute of 
for. Enlightened agriculture remains the America, Chicago, has appointed 
strong and enduring social foundation of Stack-Goble Advertising Agenc\ , 


America. 


Chicago, to handle a national pul 
lication advertising campaign begin- 
ning the middle of September. Pau 
V. Williams is account executive 


Make H. W. Wood a V. P. 


Harlan W. Wood, art director fo: 
the advertising agency of Stewart, 
Hanford & Casler, Inc., Rochester, 
N. Y., has been made a vice-pres 
dent of the company. 


We are proud that this is true, proud 
that the industry of which this Company 
is a part has helped to make it true 


PRESIDENT 
ren COMPANY 
Cnscage, Hliecu 


Forms Wiltman Agency 


| 


EQUIPMENT © TRUCKS * INDUSTRIAL PowER | Robert F. Wiltman has resigned 

— from Carlson, Daly & Wiltman, 

| — | Pittsburgh, to form his own agency, 
|R. F. Wiltman Company. wit! 

| One of three advertisements in IHC Series. ‘offices in the Oliver bldg., Pitts- 
| burgh. 


jnal and Farmer’s Wife, Hoard’s 
‘Dairyman, National Grange 
| Monthly, National 4-H Club News, 
| National Live Stock Producer, Na- 
|tion’s Agriculture, Poultry Tribune, 
|Successful Farming and Wallace’s 
Farmer, but 39 state and sectional 
|papers, the total comprising one of 
|the most intensive campaigns in 
|THC’s long history. 


Lippincott to Expand 
Advertising Plans 


Lippincott Company, Cincinnati, 
|maker of food products, is planning 
an expanded advertising and mer- 
|chandising campaign, according to 
Paul A. Roegge, newly-elected 
president. He succeeds his uncle, 
the late William Roegge. 
Newspapers, radio, dealer helps 
and display materials will be used, 
jand Lippincott labels are being re- 
| designed. Harry Gough, sales man- 
jager for seven years, has been 
elected vice-president in charge of 


sales. Midland Advertising, Cin- | 
cinnati, is the agency. 
Plan Chemigum 
Expansion 
Goodyear Tire & Rubber Com- 


pany, Akron, plans the immediate 
installation of a plant for the manu- 
facture of the company’s synthetic 
rubber, chemigum. The plant will 


have an initial capacity of 10,000 
pounds per day. 
Linebaugh to Move 

Hal R. Linebaugh, Des Moines 


branch manager of the Sidles com- 
pany and vice-president of the Des 
Moines Advertising Club, has been 
named general manager of the 
home appliance, air conditioning 
and heating division of the 
pany at Omaha, Neb. 


New Matchbook Idea 


com- | 


TWO PREMIUM HITS 
For FALL and WINTER 


... at Give- Away Prices* 


“GONE WITH THE WIND" 


HOW TO WIN AT CHECKERS COOKBOOK 


Checkers—most popular of home Inspired by the epic motion pic- 
games —is played by young and ture, which will not have its “ge! 
old everywhere, more so during eral release” at popular p S 


Fall and Winter. until late Fall or early Wint 


Push your product with “How to There's plenty of time to prepa’ 


Win at Checkers,” the 32-page eS At least — 
book by Millard Hopper, national theaters will play the poor 
“Checker King,” which clearly ex- [opular prices. Here is a 
plains the best moves and tricks precedented tie-up. 

jof the experts Hopper’s new The book contains over 100 f: i 
Numbered Checkerboard is_ in- southern cooking recipes he 


; 
| 


| 
| 
| 
| 


cluded in the give-away price pages ... four-color cove) 
*Five cents each for volume orders, depending on size of your 


city or distribution territory. 


To get exclusive national, state or local rights for either of 


World Wide Advertising Service,| these premium hits—or both—ACT NOW! 


New York, is introducing a new 
type of advertising on matchbooks 
in which the brand name is printed 
on the striking surface so that the 
match is struck directly on the 
brand name 


| 


341 Madison Avenue 
NEW YORK CITY 


oe 


U. S. SALES CO. 


piv 
ee 
a 
q 
F 
4 
f | HOD ACCOUNTS | | 
Lx | 
| f 3 ——_4 = a QALY CAPi rg, | 
| on l) ia ——— 
me | Soca a 
; ‘ , J 7 ° H 
a Sl 
Fis 
— i<.a | | er » =f) B WITH core " 
| | | | oe Lg \ OX re Wind 
—O Sa ante ee 
ie al OS Og i  gurranns COONS 

“ss LA) Sr" T i Og. : — eS 

4 -— a <7 ]]od°o«er-N”N) Vee ¢ — 

ae Oe a | —_— i Cee) \e 6 Pena? “ ree Aa 
ae ’ ’ , a ~ , a -* 
Fans —_ \\ oo How to = LS —— - ~ Ae. 
wc, it ] a’ ot Checkers FES he r as 
| ’ a \ he a 

Toe CHECKER INE , . 
| ee 
4 
ie ee EEE 
PS. Are vou interested in 
iz  — 
. 
per 
| eee ee es 
| Pe 
eee 

, ee ee 
ae 

¢ 2 e + ie i , bp TIN gE we ? ee gare, aS eae ae ¥. ots : ie r oo oa * Sw . ce , ie kr Vi ae . ase ra is | 
RCI Ag iene A Rea ae eee oe ee foe: Re Ee Oe oy Be 


“tanperippel? . Se 


September 2, 1940 


ADVERTISING AGE 


il 


Kane, Sharp to Teach 
at Jefferson College 


FIC Release of 
} Robert Emmet Kane, chief of the 
Answers to Charges ssc"e. Sensi ie Sek 


named dean of the school of adver- 


tising and merchandising of Jeffer- 
son College, the educational branch 


Book Outlines 
Development of 
Business Press 


New York, Aug. 29.—That vast 
segment of the publishing industry 


placed by a steadily expanding field 
of specialized journalism which to- 
day boasts of about 2,000 publica- 
tions employing 25,000 men and 
women in their editorial and busi- 
ness departments. 

After presenting a detailed break- 
down of the component parts that 


Begin Advertising Series 
s 3) oe . 
in “Look” Magazine 

Look magazine has begun a series 
of articles on advertising by Jo 
Chamberlin, former advertising man 
and managing editor of Scribner's, 
which will trace the effect of adver- 


tising on the last two generations 


of the St. Louis Y. M. C. A. known as the business press was make the business press tick, the Among the old advertisements 


Called Good Step ) - 
Richard Ear] Sharp, radio direc- placed under the microscope this author includes a symposium in illustrated whose names still appear 
New York, Aug. 27.—Although a/| tr for the agency, has ~— - 3 week in a comprehensive analysis of which prominent publishers and |before the public are Packard, 
complete absence of fanfare marked pointed instructor in the school's | iy. background and growth of the editors take part, as a means of Coca-Cola, Brunswick - Balke - Col- 
I inauguration of the Federal |radio department. field and the employment oppor- visualizing the talents and tempera- lender, Metropolitan Life Insurance, 
t auguration — ¢ edera i plo} PI “ 5 ; sets PEra~ | Vietor, Ivory soap, Arrow shirts and 
Trade Commission’s new policy of 


j tunities it offers. The factual study ments needed to succeed in this Eastm: he ets 

: . : rastman Kodak. 
publicizing respondents’ answers to Appoints Bridge was published by Duell, Sloan & work. en 
complaints as well as the original Boston Von Company, Boston, has | Pearce, under the title, “Careers on A list of leading business paper Anderson Shifts 


o 


‘-harges, national advertisers today | appointed Harry P. Bridge Com- Business Papers.’ Benn Hall is the publishers and a bibliography on the 


hailed the development as a “move | Pany, Philadelphia, to handle ad- author. advertising, management and edi- W “_> we to gg a 
‘ . . pa . 7artici . ° “3 ary > = " > ‘ ~ . stro a- 
in the right direction” and the first | Vertising of its proprietary medi Labeling the business press as a torial phases of business paper pub- |JOIN€@ Vonovan-Armstrong, Fina 


. . ee en « —_ = 
free gh te wage Fg et ~~ $75,000,000 industry, Mr. Hall shows lishing are included in the book 
S Chittick. Jr.. is account execu. how the “paste pot and shears” era “Careers on Business Papers” 
tive. passed out of existence to be re- for $2.50 


step in modifying what they con- 
sider one of the most odious of all 
FTC procedures. 

It was recalled here today that 
the new policy was put into effect 
only a few weeks after representa- 
tives of the Association of National 
Advertisers appeared before the | 
Attorney General’s Committee on 
Administrative Procedure in Gov- 
ernment Agencies to file a vigorous 
protest against the established prac- 

me tice whereby the FTC issued pub- 
licity releases citing charges against 
manufacturers before the 


delphia agency. He was formerly 
associate director of copy for N. W 
sells Ayer & San and later with Arthu 
Kudner, Inc 


respon- 


4 { dent was given an opportunity to 
: reply to the complaint. 
At that time the ANA asserted 


that premature publicity of this 
kind often causes manufacturers to 
of suffer damages, and the recommen- 
dation was made that the FTC hold 


+, up its publicity until the respondent 
iD- has put in an answer and then 
n- & release both complaint and reply 


simultaneously. 
The modified FTC policy does not 


' conform to this suggestion, but 

° advertisers expressed the opinion : 

fo: that at least some recognition is HE modernly equipped drug stores 

rt, made of the respondent’s predica- of New England are operated by 

ler ment. The Commission will continue : a 

s to publicize complaints as they are J progressive retailers, noted for their 
filed but when the respondent's ; Sian s - . ° ° ‘ f | 
answer is received a digest of the Pee os bed a ; cooperation in arranging point-o “sale 
reply will be distributed to the same . +s . . . 

1ed list that gets the original notice of displays to tie-in with radio promotions. 

an, complaint. A typical example of the druggists’ 

wy e . 

vill at . oe H 

“4. Successful Farming attitude toward The Yankee Network 


Announces Contest 


is provided by a resolution presented 
Sixty-eight 


cash 
$2,000 for the best 


prizes 
farm 


totaling 
homes, 
remodeled farm homes, new service 

remodeled = service 


— by Moses G. Brudno, past president of 
buildings and 

S buildings will be awarded by Suc- 
cessful 


the Massachusetts Pharmaceutical As- 


Farming in a contest, an- 
nounced in the September issue, 
which will run from Sept. 1, 1940, 
to Dec. 31, 1941. A dealer plan is 
linked with it and entrants receive 
a new 80-page Farm Building 
Guide. 

‘ash prizes totaling $800 will be 
awarded retail dealers who must 
countersign entry blanks of custom- 
ers entering the building contest. 


sociation at its annual meeting . . . 


... "that we send a vote of thanks to 
The Yankee Network and the Shepard 
Broadcasting organization for the 
splendid cooperation with our associa- 
tion in all matters relating to the retail 
drug industry." 


Fibre Names Sanger 


Fibre Conduit Company, New 
York, manufacturer of Orangeburg 
and Nocrete conduit, has appointed 
Alan Bridgman Sanger, New York, 
to handle its account 


The Yankee Network, with its 18 
locally-effective stations, has re- 


peatedly demonstrated ''sell-ability” 


for makers of drug-store retailed prod- 
ucts. It is the ONLY network giving 
COMPLETE coverage of ALL key buy- 


ing centers in New England. 
D” 
: WNAC Boston WCSH Portland WLLH j Lowell fe | 4 c th 
9,000 HUTCH | NGS WTIC Hartford WLBZ Bangor | Lawrence 
WEAN Providence WFEA = Manchester WLNH Laconia 
| \\ ( WTAG Worcester WSAR Fall River WRDO = Augusta 
‘§ } | Bridgeport WNBH New Bedford J Lewiston 
lial 'New Haven WHAI Greenfield wcou | Auburn 
™ WNLC New London WBRK Pittsfield WSYB_ Rutland 
yo 
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Life Insurance Must Be Sold 


A group of leading life insurance 
companies, under the chairmanship 
of Leroy A. 


ting business rises along with the 
percentage of 
The 


lapsed policies. 


Lincoln, president of insurance 


companies prove 
the Metropolitan Life Insurance |conclusively, however, that the 
Company, has submitted to the|present system is the only one 


which succeeds in getting adequate 
distribution of life 
tection. “Life insurance,” 


Temporary National Economic Com- 


mittee, which devoted considerable insurance pro- 


time earlier this year to a rather the state- 
one-sided exposition of the insur- ment says significantly, must be 

: < Se y , ‘ » ‘ sell- 
ance situation, a statement covering sold. Selling without agents, sell 


ing by mail and other devices which 
have been tried in this country and 
in other parts of the world have not 


many of the phases of the business 


to which exception, direct or im- 


plied, was taken in the investiga- 

been successful. 

10Nn., 
a No one would dispute the face 
The statement covers a_ broad 


that the agency system of life insur- 
range of related to the & y sys ) e insur 


successful conduct of life insurance 


subjects ance can be improved. As a matter 
of fact, it is being studied from that 
standpoint, and the effi- 
field organizations is due 
largely to the fact that better train- 
ing of agents is in effect, more full- 
time representatives are being em- 
ployed, and insurance 
taking on the 
underwriters. That is 
tant why advertising 
porting agency effort has 
such 


as a protection to policyholders and 
aaa ' increased 
as a reservoir for investment of the ciency of 


millions of American 


the 
direct 


savings of 


citizens. One of most impor- 


tant, and of interest to all 


engaged in sales 


activities, 


and advertising 
is the section devoted to 
the agency system, which was under 
fire in the testimony presented to 
the TNEC. 

An effort was made to prove that 
under the present system of selling We 
insurance through agents largely. the 
compensated by commissions on 
new business, high-pressure meth- 
ods are employed, many people are 
sold more insurance than they need 
or can afford, and the cost of get- 


agents are 
real 


impor- 


character of 
one 
reason sup- 
been of 
great value and effectiveness. 

believe the statement. of 
insurance companies is a con- 
vincing proof that the present sys- 
tem of state supervision has resulted 
in maximum safety to policyholders 
as well as the development of sound 


methods of selling and promotion. 


The Future 


have 


of the Cities 


We commented heretofore | be solved if American municipali- 
on the significant picture presented 
by 1940 census figures on the popu- 


lation of out 


ties are to maintain their position as 
centers of manufacturing, distribu- 


large cities, which in tion and cultural influence. 


most cases have shown little gain Hence the studies now undertaken 
during the past decade, and in a by the Urban Land Institute in ten 
number of instances have suffered representative cities, to determine 


The 
trend of expansion which had been 
in evidence for the previous thirty 
years has been explained in part by 
such evident 


losses sharp reversal of a changes which are taking place in 
the retail 
tral business areas: 


demolition of 


volume of trade in cen- 
construction and 
buildings in 
areas; volume of traffic; occupancy 
of office buildings, tax delinquencies 
and similar factors, 
great value and 
concerned 
urban 


those 
decen- 
tralization of business and industry, 


influences as 


the rapid development of suburbs 


should be of 
significance to all 
life and 


because of better roads and univer- 
sal use of the and the 
effect of holding 
farm youth in rural areas instead of 
permitting the traditional movement 
to the cities 


automobile, with urban 


the depression in markets. 

Unfortunately, the problem is not 
Widespread de- 
municipal govern- 
ment, extensive and ruthless racket- 


entirely economic 
terioration of 
The situation is too serious, how- 


ever, to be dismissed merely be- | eering on the part of certain labor 
cause an explanation of facts can | groups and exploitation of taxpay- 
be logically presented From the ers as part of a political program, 


standpoint of the cities themselves, 
the problem, 


held 
results. Any changes 
for the better must therefore include 
more aggressive action by business 


must all be 
some of the 


accountable for 
in terms of deprecia- 


tion of property values, decline of 


tax revenues and increasing fiscal 


difficulties due to larger burdens on |to eliminate these destructive influ- 


local government, is one which must ences 


IT ALL PROVES THAT COURTESY PAYS 


"The chairman of your board wrote thanking me for a $30 order. 


A 


Purchasing 


I'm merely 


calling to tell him he's welcome.” 


Ad-libbing 


Culbertson on Advertising 
In his autobiography, 
Strange Lives of One Man,” 
Culbertson somewhat 
reveals himself as an ex-revolution- 
ist (early Russian and later Mexi- 
can), Canadian track-worker, hobo, 
student and family man, as well as 
the creator of a bridge system which 
successfully captured the attention 


Ely 


and respect of card players the 
world over. 
It wasn’t an accident. It was a 


carefully devised promotion venture 
which turned out successfully 
enough to make any advertising 
agency green with envy. The sur- 
face story of the famous Culbert- 
son-Lenz match is told in the book. 

In the appendix to the book, how- 
ever, Mr. Culbertson divulges some 
of the theories which, he 
were responsible for the success of 
his promotion. 

In a section on “The Mind 
and Advertising,” he that 
advertising is still in the primitive 
stage although it is humanity’s old- 
est profession. Most advertising, 
he indicates, has made the wrong 
approach to the mass mind in at- 
tempting to reach each single unit 
of this intangible rather than to 
merely reach its leaders. 

“Advertisers,” he “address 
their voodooistic incantations to the 
mysterious ‘masses.’ Instead of 
concentrating their efforts on the 
psychology of, say, one out of seven 
(like a smart lawyer addressing a 
jury), they disperse their money in 
vain attempts to attract seven out 
of seven. As a result, their adver- 
tising layouts and copy often 
wrong, and their gibberish on the 
radic is frequently stupid.” 

“Mr. Culberston goes into consid- 
erable detail as to the technique 
followed in “creating Ely the Celeb- 
rity.” 

“In formulating this ‘public per- 
sonality,” he says, “I kept in mind 
two important factors. 
popular personality must have de- 
fects which humanize him. There- 
fore I concentrated most of my 
ingenuity on the glorification of my 
defects as a personality and as a 


asserts, 


Mass 


asserts 


Says, 


are 


bridge player I never failed to 
feature my glaring errors in bid- 
ding and play. In this manner I 


became widely known not only for 
my brilliant coups (which of course 
I sedulously publicized) but for my 


unexpectedly | 


! 


“The| 


| 


| 


First, a/ 


atrocities as well.”” The latter, he 
adds, gave him more than double 
the amount of publicity. 

“The second most important fac- 
tor in creating a public personality,” 


he remarks, “is truthfulness and 
sincerity. It is true that I have 
made very extensive use of the 


technique of the unusual and of the 
startlingly dramatic; but as a rule 
I have eschewed stunt publicity, and 
have based my news on actual oc- 
currences.” 

It is probably unfair to quote 
briefly from the rather elaborate 
thesis set down by Mr. Culbertson, 
but it was interesting to us to dis- 
cover that there was much more to 
becoming a famous bridge player 
than the mere business of counting 
the trumps. 


Drip, the Abomination 

From reading the papers during 
the past few years, one learns that 
President Roosevelt is a_ cigaret 
smoker and that he generally uses 
a long holder. Thus, the following 
advertisement caught our eye: 


THE PRESIDENT SMOKES 
A Long Cigaret Holder 


Get a Presidential Holder. 
Perfect smoke. Bright colors. 
Lettered Roosevelt, Willkie, I 
am 100% American, or plain. 
Drip, the abomination of 
smokers, is eliminated. Why 
is it dripless? No filters or 
drip catching devices are visi- 
ble. To the person writing us 
the best letter of 20 words or 
less, in the opinion of the 
judges, explaining why it is 
dripless, we will cheerfully 
give 5% of our net profits, 
Aug. 1 to Nov. 1, 1940, but 
not less than $25. Our books 
will be open. Letters must 
commence: “I have smoked a 
Perfect Smoke Holder. My 


idea of why it is dripless is 
because (then 20 words or 
less.) 


Producer of this non or bio-politi- 
cal cigaret holder and sponsor of 
the unique contest is Perfect Smoke 
Cigaret Holder Company of Kansas 
City 


Information 
for 
Advertisers 


The tollowing documents may 
secured without charge from co 
panies sponsoring them, or throu 
ADVERTISING AGE, by any natior 
ladvertiser or advertising agen 
|executive writing on his _ busins 
| letterhead. 


No. 1702. Consumer Purchases. 
Cortland County, New York, 
the locale for this study issued | 
Farm Journal and Farmer's Wij 
covering consumer purchases 
items ranging from cosmetics 
automotive products. Charts sho 
the per cent of purchases of all . 
| these items by town, rural and fa: 
‘families of five economic class¢ 
‘The similarity of town and far 
purchases in many instances, ar 
the greater use of certain produc’ 
by farm families are interesti: 

points in the study. 


No. 1703. Dodie’s Date. 

Dodie the sub-deb is a pretty in 
portant personage in the houss 
hold, and Ladies’ Home Journ 
tells why and how in this booklk 
Seems she’s style, brand and ad 
vertising conscious, and _ furthe 
more, she’s a buyer. What th: 
Journal is doing about her and th: 
market she represents for advert 
ers is also brought out. 

No. 1704. 12 Years of Peeking 
under Women’s Hats. 


Permanents are not all that 
under women’s hats, Time hi 
found, and it’s been looking sinc: 


1928, this brochure says. The illus- 
trations in the book are for fun, but 
the figures are serious, and shovy 
what kind of women and how many 
of them are Time readers. 


No. 1705. High School Market Rat 
and Data Catalog. 

Richmond Advertising Servic 
has issued the 1940-41 edition of its 
catalog, which contains circulation 
and rates of 702 high school new 
papers, magazines and yearbooks 
These publications, situated in 35 
states, represent a total circulation 
of 1,447,463 students. 


No. 1706. The Staff of Stars. 


In this new brochure, The Dallas 
News puts its editorial staff in the 


spotlight. Photographs and text 
present the men and women who 
handle the paper’s own features, 


the correspondent on the Washing- 


ton front, and the specialists «ll 
over the state who make news of 
Texas agriculture, industry and 


politics come alive for Dallas read- 


ers. 


No. 1680. More Circulation for the 
Same Money in Poster Adver- 
tising This Winter. 

Some interesting charts are in- 
cluded in this brochure which has 
been issued by Outdoor Advertising 
Incorporated, showing the seasonal 
variation in income, movie attend- 
ance, hotel occupancy, gasoline con- 
sumption and other factors tending 
to bring more people out of doors 
in the winter months. The story 
deals with the increase in the num- 
ber of panels by the majority of (n 
industry during the winter mon''s 


No. 1650. 
Counts. 


Radio Station WHAS has is: ed 


Power Where It 


this brochure on the Louis Ve 
market, its population, indus! &s, 
employment, telling, as well, about 
the station’s facilities and list: ner 
acceptance. Some sales succet s€5 


are recounted, and trade aid re 
described. 


No. 1665. Review of Busines 

The Dallas Morning News }» ues 
this monthly bulletin which rey tS 
the news of weather condit 05 
crops, retail sales and other °‘* 
dences of business conditio! : 
Dallas and its trading area 
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September 2, 1940 


ADVERTISING AGE 


DEBATABLE 
Let’s Debate .. 


Mr. Franklin D. Roosevelt on 
Mr. Wendell L. Willkie 


ous fundamentals that perpies 3 worried wortd tude) 


More than 600.000 W esichesterites 
invite such a meeting 


merece should be more ie favor of much & Mort cut lo Uke mmots of (he amare pe oem 


ne Bet nqncahet emdudeten of our fee greet parte 


he hour hee tree 


when ED people call for 


More (han Gm OW men amd women of WewiRreter sould ke on 
sneer le our ier itation im thew tehalt Cher fine comnty semi 
White Pine hase marvetons Commty Comter thet wil wat 
epwerds of 6008 And thet len hall the story Thanks te the 
sirecte of (adie © whole mation can listen (hell te and Or 
nlermed by our cords 


Sponsored by the 7 American Department Stores of 
GENUNG’S 
B aa - B . 


In Westchester and Connecticut 


Genung's, chain of Westchester and 
Connecticut department stores, jumps 
into the political maelstrom with this in- 
stitutional copy urging the Presidential 
candidates to talk it over in White Plains. 


Nets Announce 
Renewals of 
Many Programs 


New York, Aug. 27.—Andrew 
Jergens Company has renewed three 
of its serials for 13 weeks, two on 
the Blue and one on the Red net- 
work of the National Broadcasting 
Company. Walter Winchell will 
continue to be heard on “Jergen’s 
Journal” Sunday from 9 to 9:15 
p. m. and the “Parker Family” in 
the quarter hour spot immediately 
following, over 66 stations of the 
Blue web. 


tive Sept. 29. “Hollywood Play- 
house” continues, Wednesday from 


8 to 8:30 p. m., on 63 stations of the 
Red network. Lennen & Mitchell 
directs the account. 


Bob Hope Stays 


Pepsodent Company has renewed 
the series starring Bob Hope, effec- 
ive Sept. 24. The show is broad- 
cast Tuesday from 10 to 10:30 p. m 
over 64 NBC Red stations. Lord & 
Thomas directs the account. 


+ 


Anacin Renews 


Anacin Company has renewed 
“Our Gal Sunday,” a daily 15-min- 
ute serial, presented at 12:45 p. m 
over 47 CBS stations, including 8 
new stations, through  Blackett- 
Sample-Hummert. 


“Helen Trent” Expands 


The “Romance of Helen Trent” 
s been renewed by the makers of 


The renewals are effec- | 


A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
prices and service to 
be to their advantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place 
Chicago, Illinois 
Delaware 3244 


Edna Wallace Hopper cosmetics and 
Kolynos Company and will continue 
to be broadcast daily from 12:30 to 
12:45 p. m. over 47 stations of the 
Columbia Broadcasting System, an 
increase of nine stations. Blackett- 
Sample-Hummert is the agency. 


Kentucky Club Back 


Penn Tobacco Company has re- 
newed “Vox Pop,” effective Oct. 3. 
In behalf of Kentucky Club pipe 
tobacco, the program will continue 
to be aired Thursday from 7:30 to 
8 p. m. over 50 CBS stations. Ruth- 
rauff & Ryan is in charge. 


B & W Expands Net 


Brown & Williamson Tobacco Cor- 
poration has renewed “Plantation 
Party,” effective Sept. 17, and added 
12 stations, making a total of 73 sta- 
tions of the NBC Red network. The 


program is heard Wednesday from 
8:30 to 9 p. m. through Russell M. 
Seeds Company. 


Sullivan Back 


Brown & Williamson Tobacco 
Corporation has renewed “Paul 
Sullivan Reviews the News,” in be- 


half of Raleigh cigarets. Sullivan 
broadcast daily from 6:30 to 6:45 


p. m. over 57 CBS stations. Batten, 
Barton, Durstine & Osborn is the 
agency. 


Alec Templeton Back 


Alec Templeton will return to the 
air for Miles Laboratories Sept. 6 
after a summer vacation during 
which the “Quiz Kids” substituted 
for him. The latter program will 
be shifted to another spot The 
Templeton program has been re- 
newed, effective Sept. 6, and will 


ij tinue in 


be heard, in behalf of Alka-Seltzer, 
Friday from 7:30 to 8 p. m. over 25 


NBC Red and four Blue stations. 
Wade Advertising Agency directs 
the account. 


Bowey's Expands 


Bowey’s, Inc., has renewed “News 
in Rhythm,” for Dari-Rich products, 
and has increased the time for the 
program from 10 to 25 minutes. The 
program is aired Sunday and will 
be heard from 11:05 to 11:30 a. 
over 32 CBS stations. 
Co. is the agency. 


m. 
Sorensen & 


Change for Continental 


Continental Baking Company will 


substitute “The Marriage Club” for 


its current program, “Sky Blazers,” 
Sept. 7. The new program will con- 
the same spot, Saturday 


from 8 to 8:30 p. m. over 
stations for wonder bread 
& Bowles is the agency. 


47 CBS 
Benton 


Major Bowes Renewed 


Chrysler Corporation has renewed 


“Major Bowes’ Original Amateur 
Hour,” in behalf of Plymouth, 
Dodge, DeSoto and Chrysler cars 
The program will continue to be 


heard Thursday from 9 to 10 p. m 
over 83 CBS stations through Ruth- 
rauff & Ryan. 


“Girl Alone’ Renewed 


Quaker Oats Company 
newed “Girl Alone,” 
daily for 15 minutes beginning at 
5 p. m., over 40 stations of the NBC 
Red network. Renewal, for 13 weeks 
beginning Sept. 23, was handled by 
Ruthrauff & Ryan 


has re- 
which is heard 


® As this youngster can tell you... it’s not 


only what you’ve got that counts but where 


you've got it! So, it’s important that The 


Journal’s daily paid circulation* today is the 


largest of any daily newspaper ever published 


in Oregon. But it is more important to you 


that 105,725 of that circulation is right 


smack-dab in the heart of the richest most 


populous, ‘‘buying-est”’ part of the entire 


Oregon Area...the Portland Trading ‘Ver- 


ritory 


... Oregon’s one and only major 


market! You can reach this market with 


one newspaper 


gentlemen are the 


.. The Journal. Here, 


figures !. 


DAILY JOURNAL Circulation (Portland City & Retail Trading Zone) 105,725! (77% Family Coverage) 


DAILY OREGONIAN Circulation (Portland City & Retail Trading Zone ) 80,168} (59% Family Coverage ) 
JOURNAL TOTAL DAILY CIRCULATION . .. . . 140,570 ( ascsusisreportsmar.31’40) 


The JOURNAL 


Fellants sifldimoen Trewspaper 


PORTLAND, 


OREGON 


REY NOLDS- FITZGERALD, Inc., National Representatives: New York, Chicago, Philadelphia, Detroit, San Francisco, Los Angeles, Seattle 


ry 


i Se ey z: “ 2 P ~ ian aa Tae \ 2 ta g 4 - . ae pe as .* ae "aren 2 hs i 3 > - y oak EF Ree Be wi re ¢ oe eis Ce ao 3 et we ON boas me Fi a ci OG ; oh 
Po || ‘ “ 
5 ee 
a) 
tsa Ameen ce et Pe Lee. 
| Ln sat ac at ig vr wet es . 
brought out sew and revived as the means te # fac mre od 
teal face-to-face review and dimcunsoe of the moment 
f here + ewer been o me @ the Settee © Detery eter 6 cree af ty ‘ek a ; 
ae ees SU ae eee Se ett as ee 
Dt 
SS ee 
a 
omen tubate ont ettioment of all questions of the ae) out mutenging 7 
—— ee ee 
etna vane ee 
Na a ay teagan ees - 
Oe es A mercee oye mm ay mel ne hut oder fore . f ; 
po . 
ae 
ad : 
ee 
fh ° 
; 7 hy 7 
: | G a 
Ti 4 - 
P 
; — t | 
a r “. 
“4 . ° ; - sul 
he ff \y aes Wes e - 
mW 4 20h a co 
he  . ae sane ' oa . vila 
‘ i ee Staley, & 
aks a + 2 
q = am ¥ + 3 ait 
3 ws , mae 4 x ¥ ’ If 4 
: a . So —_— 
eo be - aa ap Ni 
ng ‘o. © § “oF 
' i, 3 hi _ rr 
¢ s ‘ ° 4 J ‘ ' an ae 
i » ay : t j cea 
he ‘ 7 A - « as 
nee ey , — Aa 2 
us- | Com" ak 
4 ad ie 
but \ aan 
: ie, a 
ny - > ww ~/? 
‘ . fire ra - 
bel. a . 
~ Pa 
. _— eel - ye - Ke, 
oat y - ~ . > = 
ati = bs i 
4 << C- —— ae . Bes 
’ : eae et } . 5 
# Cl i 
vice ‘ . — an — ae 
—— 4” “hg 
Yr) > + « be 
the ky aad ' 
Ws- ; 7 
; 7 ey F 
" Mens eae 
35 "> ” 
Bi ; = 
z y : 
a - s a 
eee ; i 
s Y , 7 ~~ a + 
— .. cm, & 
4 es 
all ee 4% . = 
< of 7 | : ‘ . 3 ¥ i 
a Zz . 
ee | a vf oy ’ 
. . . af 
r tne ‘4 . ; 7 
. ih iit eas - ™ 
a 3 a : 
ising “ , 
aaa a 
tend- 
= ee 
iding 
doors 
num- e & Z 
f the te: 
7 » ei 3 
Ber 
It ce 
‘ if ae 
. f a : 
sve a 
stout ee : 
ail ; 
Sue 
tener are 
cet ts f 
e rr eS 
; re 
j 1e$ 
*< kn 
t ; . 
’ in 
od >. 4 4 ; b oe ae , : ‘ , ‘= -% Lo \ ig cS 
PEL Sob ss eo Lm he. . ci =e art ee oe Phra a Pi - ds oP 4} ws ae Lene ae 
fu! ee = Me i Lim 2 Ke" Ee be ‘Sg ja Bee bl ide, vehi A Net - as Fa A: ; = rf Ces 
eh = ie ym 2% ml ss sa : a cee Re theo Aaa ney *f oy ies a : Bn Se 
z FF we Ps at Ts Sa ee id J ml _ ait eet a ; ey ‘a AS AS + - uy 
+ a bay if a as 7 a . 8 ‘ 7 Ds igh 


1939 and the early part of § yi 
launching of advertising, 
selling campaigns that a 
success. These ¢ampai rng 


consumer a eee oie oe 
REVIEW 


it available to you in ey 
The book covering eac!: jing 
scores of the actual dye 
. * window displays and te « 
° used to spotlight pro duetdihe | 
5 fact, each book is a comp 
the advertising and sejlip 
companies in that industry 
first two months of 1940; 
nent information that appel 
ING AGE during that peri 
So, if you manufacture or pr 
ered by any book of THEECH. 
SERIES, or if you are t 


THE MERCHANDISING SERIES 


BEER, WINE & LIQUOR MERCHANDISING This is a book covering the advertis- 
ing, merchandising and selling strategies of the entire liquor industry. It’s replete 
with scores of actual advertisements, window displays, posters and the many 
“catch” ideas these enterprising advertisers used in spotlighting their products to 
the public. This book should be right on your desk when you're making up your 
plans for the next campaign. It’s just packed with ideas and suggestions that 
you can use profitably. 

FOOD, BEVERAGE & KITCHEN PRODUCTS MERCHANDISING 1939 and the first 
part of 1940 saw the inauguration of many outstanding developments in the ad- 
vertising and selling programs of the companies manufacturing and selling the 
everyday necessities. (Foods, food beverages, soft drinks, soaps, cleansers, etc.). 
The book will give you a bird’s-eye-view of what these manufacturers did to sell 
Mrs. Consumer on their products. 

DRUGS & TOILETRIES MERCHANDISING— Little need be said of the tremendous 
amount of advertising that is used in this field. Sufficient to say that there’s a 
huge market for patent products (medicinal), cosmetics, beauty and shaving soaps, 
as well as dentifrices. And, the advertisers and their agencies used material of the 
greatest promotional value to drive a wedge in the market. You will find this book 
contains a wealth of information on the campaigns that made many of these 
products a household word. 


BUILDING MATERIALS & SUPPLIES MERCHANDISING — In this extremely spe- 
cialized field (which includes heating, plumbing, etc.), there were a number of 
advertising, selling and merchandising ideas that really produced results. This 
book will give you the background and reasoning behind those successful efforts. 
Certainly, this is just the kind of information you will want before launching your 
next campaign. 

TRAVEL & TRANSPORTATION ADVE RTISING—Within the last year or two, there 
has been a tremendous increase in the advertising appropriations of railroads, air 
lines, interstate bus lines and steamship companies. Then, the hotels and vari- 
ous cities with natural attractions for the tourist public decided to spend money 
to tell the American tourist just what they had to offer. You'll want a copy of 
the book so you can review some of these very clever and fruitful campaigns. 

AUTOMOTIVE ADVERTISING—The manufacture of automobiles, trucks, gas, oil 
and tires constitutes what is probably the largest industry in the United States, as 
well as the most competitive one. Millions of dollars were spent in producing 
the most sensational advertising campaigns ever developed. Brand new advertis- 
ing techniques were born; copywriters developed new twists; artists inspired 
by the keenest competition produced some of the most beautiful illustrations that 


DRUGS acca 
TOILETRIES 
MERCHANDISING 


such an account, you'll wambpy « 
for your library. When effing 
paring your next campaigfy'll 
veritable gold mine of ini@pn. 
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BEER, WINE 
MERCHAN G 


ever met the public eye. As a source of ideas, S#plls | 
simply indispensable to you because it contains § of 
selling strategies of the entire industry. 


FURNITURE, HOME FURNISHINGS & ELECTRIGPL 


, 


DISING—Manufacturers of furniture, radios, relgprs, 
chines, ete., are staging hotly contested acvertigft se 
their products in the American home. The adverG us 
erest of appeals in presenting the merits of their | 
scores of advertisements that were used and W 
give you a broad, general picture of the merch 
field. 

TOBACCO MERCHANDISING —Here’s another i 
were spent in advertising. Every device was 
and all media to reach every class of the publi 
companies manufacturing cigars, cigarettes, ot 
accessories. You'll want this complete review 
fective suggestions for your future campaig!'s 

WEARING APPAREL MERCHANDISING Man 
keenest of competition in this large indus! 
vertising and selling campaigns were put t''0 
conscious of certain nationally knowl anc 
PAREL MERCHANDISING will provide } ¥ 
these campaigns in addition to providing 
increase sales and profits. 

FINANCIAL & INSURANCE ADVERTISING Th 
tising technique of its own. Many of the comps 
ments, loans and insurance produced the 
public on their services. Unquestionab!) u 
great advantage. Send for a copy of this 
comprehensive review of many of the mo 

CONSUMER REVIEW—Here's your chance 5° 
of the greatest problems confronting adve''! 
learn just what this Movement is agitat!! 
they intend to do it. The weight of the 
tain industries and has had a decided et 
selling. The book contains every bit of im! 
editorial, “WHAT ABOUT THE CONSUM ©" : 


; 
If 


the January 8 issue of ADVERTISING AG! 
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dverti@#d selling battles to place : , ‘ . ; 
esas wiane of tho chev. You have your choice of any one of these books, without charge, in connection with 
their This book will show you a $2 yearly subscription to ADVERTISING AGE. Or, if you are already a sub- 


and WHF accomplished. It will 
merch@® activities of the entire 


scriber, merely send in an advance renewal, and you may have the book ycu desire. 
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|her to evaluate the many features July 4 Iron Age, and later in thy 
of the different models, as well as July issues of Factory, America, 
‘those of competitive models, in | Machinist, Metal Progress, Metals & 
coming to a conclusion in regard | Alloys, and in revised form in Wir, 
to the purchase of a new washer|& Wire Products, we believe thi 
or ironer. ad preceded many if not all of th: 

These new consumer specification |current similar advertisements. 
sheets differ from the usual closely As in the case of Republic’s, th 
set type of specifications and me- jad replaced the regularly scheduled 
chanical terms by having the highly | product advertising. 
pictorial feature illustrations, which August business papers carr; 
makes the literature more interest- |the follow-up enclosed, headlin« 
ing from the outset. The addition |“Foreshadowing Vital Producti: 
of these new consumer specification | Needs,” to be followed by a Septen 
sheets to our literature marks a|ber advertisement of similar then 
step forward in our efforts to give|In October, schedules for Firt) 
the consumer more factual infor- | Stirling Steel Company will pro 
mation about the product, as well|ably be resumed on the conv: 
as to make for easier selling for the | tional basis. 
ABC retail salesmen. You will note | ROBERT M. JENKINS, 
that these specification sheets carry | Smith, Hoffman & Smith, Inc 
a box in which the price and terms| Pittsburgh. 
may be written, and left with the . 
prospect. 

A salesman using this portfolio | 4 Real Help 
goes through the pages with the| To the Editor: ADVERTISING A 
prospect, describing each model. |in its May 26 issue ran a ve 
After finding out which model she |enlightening article on retail sa 
is most interested in, he gives her training. 

a copy of that single specification) In glancing through a food tr: 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


IT'S ONE SWELL PARTY IN THE PETROL FIELD 


“Political” Poster 


To the Editor: Enclosed is a 
photograph of a poster for The 
Petrol Corporation which is attract- 
ing a lot of attention in Southern 
California. The elephant and the 
donkey are garbed in sweaters of 
alternate red, white and blue stripes 
while the Pelican, the symbol of the 
Petrol Corporation, wears a yellow 
sweater with a blue “P.” 

This account is handled by Dana 
Jones Company and Chet Crank, 
Inc., Associates. 


CHET CRANK, 
Chet Crank, Inc., Los Angeles. 
v v 


v 
Clarification of 
Organization's Position 

To the Editor: The article “Insti- | 
tute of Standards Set Up for Volun- 
tary Test of Goods” which appeared | 


v v 


There's no lack of harmony in this outdoor display for PDQ petrol. 


page with the cash price, terms, journal which came to my desk. | 
in the July 29 issue of ADVERTISING nated one of our members to re- sociation, and as a member of the ete., written in. By leaving with read an article which seemed to 
AGE, has just come to my attention. | view the proposal and to advise Department of Home Economics her only one page, he avoids con-|a further development of this e 
The reference to the American As- whether or not we recommended Women in Business, who religiously fusion of the various models and |torial. After reading these artic! 
sociation of University Women in |that this Association participate. attended every meeting of the Food | thereby hastens the consummation \it seemed to me that Mr. Varn 
this article is misleading and I am |Her recommendation is in our and Nutrition Division in Cleveland, | of the sale. and one of your editors really kn 
writing to make clear the position |pWands. The proposal, however, has I was somewhat surprised to read ABC dealers across the country What they are talking about. This 
of this Association. Your state- | not yet been submitted for approval in your July 1, 1940 issue that the have already expressed consider- is the type of material that is a rca! 
ment reads, “Three consumer Or- tg the appropriate bodies in the | Division “met Tuesday and agreed able enthusiasm for this literature. aid in solving the marketing pr: 
ganizations have already registered | Association. Before the American that vitamin content should be Wo. H. KINSALL lems. 
their support of the Institute's pro- | Association of University Women stated on labels.” Manager, Publicity Department, Best wishes for your continucd 
gram—the General Federation of |could take part in or recommend It is evident that your reporter Altorfer Bros Company Peoria success. 
Women’s Clubs, the American As- support for this project, it would | misunderstood some of the state- aT j a ; PAUL A. LAGo, 
sociation of University Women and have to be approved first by the ments made during the course of a Advertising Manager, Cardwe!l 


the American Home Economics As- | Social Studies Committee 


and sec- that meeting. In the first place, ow Manufacturing Company, Inc 
sociation.” 


ondly by the governing board of inability to express vitamin con- Telephone Companies Wichita, Kan. 


This Association has for a number the Association. Neither the Social | tent exactly is due to the natural Believe in Education vvege 
of years been interested in promot- Studies Committee nor the Board of phenomenon of sample variation. 


ing the development and use Of | Directors has acted upon the pro-| Dr. Hazel Munsell’s paper definitely bby =e age ol od — ag eval New Hope for 
standard goods. We are affiliated | posal winted this out when she said, | “Us: 5 issue indicates that no litera- Democratic Hosts 
i _ ; : o ’ aoa es ; ; : “ture is available on right and wrong 
i im se Neen Comumerne- KATHRYN MCHALE, “The probability of there being sig- ‘tthods of using the telept > and To the Editor: Could there have 
tailer Council and participate’ in " nificant variation in different | MetmoGs of using the telephone anc . ; Se 
. General Director, American C aes - en | then goes to describe “Four Mil- |been anything of political prog- 
the work of the Advisory Committee » Peal ' samples of food as regards vit py then goes on to describe u ee : = 
Sa , Association of University Wo- amples a GRESS VIVRE | O tunities.” booklet issued M0Stication in Laymon’s selection of 
on Ultimate Consumer Goods of : so . ‘ i al . aaa a ion pportunities,” booklet issue ; 
, men, Washington, D. ¢ content is a fact now quite gener- hy the Chesaneake & Of Railroad 
the American Standards Associa- ally recognized and accepted.” yy the 1esapeake no hairoad. 


a 


tion Ee ee “] ae Did you ever think of asking the 
. Mi d t di zy t is no longer considered plausible shea , eenenien ahaa tin 
The proposal for the Institute of isunderstandaing: |to attempt to fix a vitamin value (“ePmene & ee oe : 
Standards was brought to our at- To the Editor: As a member of | for any food.’ Further, she says, have ever published mnerenare iy 
tention several months ago by Mr. the Food and Nutrition Division of |“in view of the discussion of losses |"°W t Use the telephone? J am en- ers OF 
Avrahm Mezerik and we desig- |the American Home Economics As- | of vitamin value it does not seem closing 2. or “ You and Your ¢@ } . 
icone re ere we relephone Company, the New ‘ (id 
a travesty of professional ethics to. ., . , . ¢ 
a York Telephone Company’s version rs é 4 
suggest that individual values given F ' 


WD 


New people, new money, new 
obs are pouring into the boom 
ing Southern Illinois oil fields 
You can reach these buyers over 
WDZ. WD2Z's area is enjoying 
prosperity from NOT just this one 
but THREE rich sources—(1l) the 
oil fields, (2) The urban and in 
dustrial markets of Champaign 
Urbana, Decatur, Danville, Terre 
Haute and Bloomington, and (3) 


TONN nnn NNN AF ] 
OLZUU,UU ( 1 


a 0 annual income 
farm area. COVER this TRIPLF 


y 
market with WDZ 


Howard H. Wilson Company 
Special Representatives 
New York Chicago Kansas City 
San Francisco 


SPOT Om THE BAe, 


TELLS AND SELLS 
A BIG TRIPLE MARKET 


WDZ 


in the summaries should not be 
taken too literally.” 
In talking with Doctor Munsell, 


she tells me that if she said anything 


in her interview with your reporter 
about vitamin labels, she had in 
mind only therapeutic products and 
it may have been that when the 
question was raised as to giving the 
vitamin content on labels, she said 
“ves” emphatically, thinking in 
erms of therapeutic products en- 
tirely,. 

The only other meeting of the 
Food and Nutrition Division during 
Tuesday was that of the Program 
Planning and Policies Committee 
of which I am a member, and which 
meeting I attended. Certainly no 
such question was raised at that 
necting. With that in mind, there- 
ore, I should like to request that 
you print some statement to the 
ffect that the Food and Nutrition 
Division has not adopted the policy 
that the vitamin content of food 
hould be stated on labels 


MARIETTA EICHELBERGER, Ph.D., 
Director, Nutrition Service, 
Evaporated Milk Association, 
Chicago. 


a | 


Specification Sheets 
Take Consumer Approach 


To the Editor: We wish to call 
your attention to our new _ port- 
folio of consumer _ specification 
sheets on ABC washers and ironers 
which we are now making avail- 
able to ABC dealers and retail 
salesmen to aid them in presenting 
their sales story of the various ABC 
Washer and Ironer models to their 
prospects 

You will note that these specifica- 
tion sheets are written from the 
consumer viewpoint. In other words, 
the many features and illustrations, 
together with the copy, portray and 
describe in simple, understandable 


of good telephone usage. 
H. W. Forster, 
Adv. Mgr., Western Electric Co., 
New York. 
v v v 


Claims Precedence in 
Defense Advertising 

To the Editor: We were inter- 
ested in your reproduction of Re- 
public Steel’s National Defense ad 
in the July 29 issue of ADVERTISING 
AGE. 

Foreseeing a possible vogue for 
this theme by others, we rushed a 
type advertisement into print for 
our client, Firth-Sterling Steel 
Company, McKeesport, Pa., head- 
lined “A Message in the Interest of 
National Defense.” 

Appearing first in July 1 Steel, 


f 


a model who resembles Wendel! 
Willkie for its new headache 
counter display” 
Pau CAIN, 
St. Louis 


WESTINGHOUSE EXECUTIVES ON LONG TREK 


Oliver H. Morton (left), Chicago representative of Westinghouse radio stati: 
intercepts his superiors on coast-to-coast jaunt. Left to right, Frank Bow 


SS ee ae ee a ae 


—— a ee 


terms just what these features will 


* WOZ BROADCASTING COMPANY & do for the prospect, better enabling 


sales manager of WBZ-WBZA; Griff Thompson, general sales manager, °°? 
Vince Callahan. manager of WBZ-WBZA. 
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Salesman Held 
Indispensable to 


life Insurance 


151 Companies Give 
Their Side of Story 
to O'Mahoney 


Washington, D. C., Aug. 29.—Ad- 
ducing overwhelming evidence to 
prove that life insurance is sold by 
field organizations, and only in the 
rarest instances voluntarily bought 
by prospects, 151 leading companies 
have filed with the Temporary Na- 
tional Economic Committee a state- 
ment designed to controvert state- 
ments of witnesses of the Securities 
and Exchange Commission before 
the TNEC. Leroy A. Lincoln, presi- 
dent, Metropolitan Life Insurance 
Company, is chairman of the com- 
mittee which presented the state- 
ment. The companies subscribing 
to it represent 60.9 per cent of total 
assets of all life insurance compa- 
nies in the United States, and 63.7 
per cent of total life insurance in 
force. 


Comments on SEC 


“The SEC, in building its record 
before the TNEC,” said the chapter 
devoted to the agency’ system, 
“practically ignored the social and 
economic value of the work of the 
agent and failed to call representa- 
tive agents to testify about their 
service to policyholders; nor did the 
Commission arrange for policyhold- 
ers to appear before the committee 
to portray the stability which 
agents’ efforts have brought to 
American life. Instead, the Com- 
mission made light of laudatory 
letters from policyholders and _ its 
witnesses criticised the agency sys- 
tem as an unnecessary expense and 
an important contributing factor 
toward lapses for which _ policy- 
holders pay. In addition, the exam- 
iner of the SEC charged life insur- 
ance Management with not having 
encouraged the sale of life insurance 
by non-agency methods. 

“Companies were accused, in ef- 
fect, of being interested only in a 
continual volume new business 
produced by high pressure methods, 
which were alleged to be conducive 
to high degree of lapsation. The 
service of the agent, after the policy 
is sold, was belittled and renewal 
compensation for this service ques- 
tioned. In short, it appears that 
the Securities and Exchange Com- 
mission sought to build a_ record 
which would strongly tend to con- 
demn the American agency 
tem.” 


One Successful Method 


Despite the views of the SEC, the 
presentation said, one of the most 
important lessons learned by Ameri- 
can life insurance is that the prod- 
uct must be sold and is not, except 


of 


sys- 
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in the 


JACKSONVILLE, FLORIDA 
Trading Area 


>WMEBER 


Jacksonville — basic 
Florida CBS Station 


> WFOY 


Saint Augustine —a 
bonus station at no 
extra cost to WM BR 
national advertisers 


Delivering 11.3% more people 
at 14.3% less cost 


Kepresentatives 
PAULL H. RAYMER COMPANY 
VES VORA CHICAGO pETROTI 
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AMERICAN AIRLINES »... 


This newspaper advertisement, published 

throughout the country last week, pays 

tribute to the intelligence and integrity 

of “the men behind the planes” on 
American Airlines. 


in insignificant amounts, voluntarily 
bought. Moreover, it is sold only 
by individual solicitation, not by 
mail or over the counter. This 
principle has been established by 
100 years of experimentation. 
England offers a graphic illustra- 
tion of the impossibility of closing 
life insurance contracts in any other 
way through personal effort, the 
statement on life insurance said. 
The Equitable Life Assurance So- 
ciety of London, formed before the 
United States was born, issued only 
1,939 policies and 4,867 annuities in 
1938. The Eastern Underwriter was 
quoted for the underlying reasons 
“The company has no agents and 


pays commissions to no one... 
Business either comes direct or 
through the introduction of mem- 
bers and other connections.” 

In contrast with this record, the 
Prudential Assurance Company of 
England was organized 86 years 
later than its rival. Six years afte! 
the Prudential entered the field, it 


appointed its first agent and since 
that year, 1854, it has actively 
solicited business through field men. 
At the end of 1938, it had assets of 
346,000,000 pounds and business in 
force aggregated 878,000,000 pounds. 
Total funds of the Equitable, mean- 
while, had grown to a scant 12,000,- 
000 pounds. 


Failures of Past 


The futility of attempting to 
sell life insurance through post- 
offices has also received convincing 
demonstration, the statement con- 
tinued. The British postoffice sav- 
ings bank insurance plan = was 
introduced about 1865, but proved 
a hopeless failure in competition 
with private companies pursuing 
more aggressive sales methods, and 
was abandoned in 1928. 

Selling insurance by mail has 
been attempted by American com- 
panies, the foremost of which wrote 
only $3,600,000 of new business in 
1938. At the end of that year, 
insurance in force had dropped to 
$46,500,000, or $16,200,000 less than 
in 1910. 

State insurance has had its fling 
in the United States, Wisconsin 
being the locale for this experiment 
in 1911. In 1919, the Commissioner 
of Insurance urged discontinuance 
of the plan, with this pertinent com- 
ment, “This fund is based upon the 
theory that desirable life insurance 
risks voluntarily seek insurance 
That theory is unsound—they do not 
do so. If this enterprise is to pros- 
per and grow, as it must to have a 
normal experience, it must have an 
organization for creating business.” 

The leading American mail order: 
house took a dip in the life insur- 
ance pool, but abandoned the ex- 
periment after four years 

Savings bank life insurance, e\ 
when backed by advertising. 


en 


has 


| zines 


failed to make an impressive record 


in Massachusetts, despite the fact 
that outside distributors are not 


required to take out licenses, as are 
agents for private companies. 

One of the allegations on which 
emphasis was laid by the SEC was 
the high mortality of business pro- 
duced during contests. 

“Many company executives can 
testify,” the reply said on _ this 
score, “that insurance sold during 
contests is as well sold as new busi- 
ness secured during non-contest 
periods and is subjected to no 
greater danger of termination. 
Further evidence can be adduced to 
show that modern life imsurance 
sales contests bring out the best 
qualities of agents.” 


Plans Blanket Campaign 
Nashua Mfg. Company, New 
York, will conduct a campaign from 
August through December in maga- 
and business papers for its 
blankets. The Boston office of Alley 
& Richards, recently 


Joins Display Counselors 

Herman J. Tauber, formerly 
assistant advertising manager 0 
Lafayette Radio Corporation, 
York, has been appointed 


New York. 


appointed to} 
,direct the account, is in charge. 


New 
sales | . , 
manager of Display Counselors, Inc., | nd and Seattle, while Western Air 


Air Lines Use 
Copy to Reveal 
Co-op Service 


Chicago, Aug. 28.—Newspaper 
and business publication space was 
taken for the first time Aug. 21 to 
announce a cooperative § arrange- 
ment between United Air Lines and 
Western Air Express whereby 
through sleeper service over con- 
necting routes of the two companies 
is now available between New York, 
Cleveland, Chicago and Los An- 
geles. Heretofore the operation of 
United to Salt Lake and Western 
Air from there to Los Angeles in- 
volved a change of planes. 


Authority to interchange equip- 
jment was issued recently by the 
Civil Aeronautics Board following 


| several of hearings before 
government agencies. It is the first 
time the Civil Aeronautics Board 
| has permitted airlines to inter- 
|change equipment similar to the 

standard practice of the railroads 

with Pullmans, freight cars and 
other equipment. Under the new 
| ruling United’s planes will fly on 


years 


|to Los Angeles just as they have 


been doing to San Francisco, Port- 


| planes will be turned over to United 


crews for continuation of flights 
East to Chicago and New York. 
Announcement of the cooperative 
arrangement was made in news- 
papers in Los angeles, Chicago, San 
Diego, Cleveland, New York, Phila- 
delphia, Detroit and other key cities. 
Copy emphasized that “In Mainlin- 


ers you fly to Chicago-New York 
without change of sleepers,” and 
stressed the nation’s first airline 


interchange arrangement of sleeper 
planes. Similar copy was used in 
travel publications, travel agent 
magazines and business publications 
in certain fields including motion 
pictures. The campaign was sup- 
plemented by direct mail and other 
promotions. 


W. M. Treadwell Moves 


William M. Treadwell, managing 
editor of Associated Food Dealer 
for the past four and a half years, 
has resigned to join Roberts & Oake, 
|Chicago packer, as director of sales. 
|Mr. Treadwell will be in charge 
of advertising, sales promotion and 
}trade relations 


Dallis Agent for Bureau 

| Ernest E. Dallis, of the Harvey- 
|Massengale Advertising Agency, 
|Atlanta, has been appointed com- 
|'mercial agent for the Atlanta dis- 
trict of the Bureau of Foreign and 
Domestic Commerce. 


vital tamthe well-groomed ad 


ee # 


* 
illustrations 


photography 


photo-retouching 


* 
engraving 


Clothes may not make the man—but they do make an impression. 


And first impressions, whether applied to you or your ads, are mighty 


important. Your ads are your personal representatives. It takes good 


composition to keep them “well-groomed”. Good composition is a 


vital part of SUPERIOR’S 5-Phase Production Service, embracing art 


work, photography, photo-retouching, engraving, composition. 


SUPERIOR carries out each production step with full understanding 


of the others. That’s why it will pay you to plan the complete job 


with SUPERIOR. Our night and day service assures speedy delivery. 


SUPERIOR ENGRAVING COMPANY 
@ 5- Phase ewice 


215 West Superior Street 
Telephone Superior 7070 + Chicago 
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September 2, 1949 


‘Fortune’ Tells 
Saga of Abbott 
Laboratories 


Advertising, 
Methods 
Never Dull 


New York, Aug. 27.—Though the 
romantic narrative of the success of 
Abbott Laboratories, North Chi- 
cago, Ill., in the face of strongly 
entrenched competition, is told in 
the August 
the related tale of De Witt Clough, 


Sales 


Ethical But 


the advertising manager who _ be- 
came president, one of the most 
interesting excerpts concerns the 


“professional service representative” 
and his methods. 

“Felix Miller nodded familiarly 
to Dr. Brush’s office nurse,” the story 
begins. “She rolled her eyes in 
elaborate despair and groaned, ‘An- 
other one. I swear we get more of 
you detail men than patients.’ She 
always said precisely that whenever 
Mr. Miller appeared for his semi- 


monthly call, and Mr. Miller always | 


grinned and made the same reply: 

‘It’s on account of those big brown 

eyes of yours; we can’t stay away.’ 
The Efficient Salesman 

“The ritual completed, Mr. Miller 


lingered just long enough for an 
eye-corner glance at the appoint- | 


ment book open on the nurse’s desk 
and noted with satisfaction that it 
was busy-looking. Then he went 


issue of Fortune, with | 


| 
solution. 


into the reception room, choosing a | 


seat facing the doctor’s door. so he 
could see how many emerging pa- 
tients tucked prescription slips into 
itheir handbags or pockets.” 

While he waited, Fortune ex- 
{plains, the salesman rehearsed the 
essential facts about Dr. Brush, 
|most of which were jotted in code 
|symbols on a card in his pocket. 
Miller also indulged in some private 
diagnoses of the ills of the patients 
awaiting the doctor’s attention, so 
that he might adapt his discussion 
ito the latter’s immediate problems. 

“When Miller was ushered in at 
|last,” the story continues, “he found 
the doctor in a bitter mood because 
lof the day’s war news. Mindful of 
ithe Abbott rule not to talk war or 
| politics on the job, he listened sym- 
pathetically until he found an open- 
ing to finesse through a reference to 


recent discussions at the AMA 
convention on the treatment of 
wounds with  sulfanilamide and 


sulfathiazole and it was an easy step 
from there to new uses for sul- 
fapyridine. Dr. Brush had heard 
something along that line but had 
not had time to read up on it, so 
Miller gave him a quick resume, 
fishing out of his brief case a leaflet 
which he left on the doctor's desk. 


Posting the Physician 


“Miller knew better than to make 
any remarks about the ragweed 
symptoms he had discerned in the 
waiting room, but the ragweed sea- 
was on and it was natural to 
mention the work Abbott’s research 
division had done on pollen statis- 
tics for all the the 
icontinent. The talk swung to stub- 
born cases of allergy that failed to 
|respond to pollen treatment and that 
|prompted Mr. Miller to recite the 
work of Feinberg at Northwestern 
on air-borne fungus spores. 

“Ten 


son 


resort areas of 


spore extracts were now 
javailable from Abbott—and Mr. 
|Miller reminded Dr. Brush that 
Abbott extracts were put up in 
ltheir patented isotonic dextrose 


Choosing his words care- 
fully and avoiding direct reference 
ito Lederle’s glycerine solution or 
Arlington’s alcohol, he made his 
point that dextrose was non-irritat- 
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ing and thus did not obscure the 
| patient’s reaction to the allergen 
| itself.” 


| When the salesman left the physi- 


cian, his work was far from done. 
| He dropped in at the pharmacy on 
ithe corner and told the proprietor 
over a drink that Doc Brush would 
like as not be prescribing Estrone 
lin a week or so and maybe testing 
'for fungus spores; and how about 
stocking up? While the druggist 
went back to examine his shelves, 
Mr. Miller opened his price list and 
order book. 


Sarra Does Stuff 


De Witt Clough, the advertising 
manager who became president, is 
not a medical man, but he knows 
his first trade. Mr. Clough made 
the discovery during his early days 
with the company that so called 
“ethical” advertising, directed to 
physicians and in a lesser measure 
{to consumers, need not be dull. 
Fortune shows “one of the twenty- 
odd tableaux staged yearly by the 
highly combustible photographer, 
Valentino Sarra,” to illustrate this 
point. 

The scene represents Helen of 
Troy doping her companions 
forgetfulness. While it is a gentle 
boost for Nembuttal, Abbott's lead- 
ing barbiturate, the photograph is 
perhaps calculated to dope medical 
men into forgetting some of their 
own troubles, as Mr. Sarra has neg- 
lected none of his opportunities to 


display the feminine figure at its 
best. 
Mr. Clough’s successors in the 


advertising department also dis- 
played their resourcefulness recently 
by using in the company’s house 
organ a sketch by the Japanese 
painter, Kuniyoshi, “Impression of 
Anesthesia,” =a rather fanciful 
affair. 


Committees for Everything 


Mr. Clough inaugurated the policy 


of “group management” after as- 
suming the presidency. All Abbott 
officers are directors and all 15 


directors are either officers or full- 
time men. The directors assemble 
promptly at 12:15 daily in the hand- 


some Raymond Loewy-designed 
board room where they eat an 
excellent luncheon, complete with 


three kinds of vitamin capsules. In 
addition, an executive committee of 
six meets at least once a 
while a research and control com- 
mittee approves all new products 
before referring them to the prod- 
ucts-planning committee, which in 
turn is reinforced by the sales policy 
committee, packaging committee, 
and catalog committee, with the 
budget committee never far in the 
offing. There are committees on 
finance and export and purchasing 
and personnel and suggestions. Thus 
does Abbott train new executive 
talent to meet its swiftly expanding 
needs 


week, 


Premier Mill Corp. 
Plans Campaign 


Premier Mill Corporation, Geneva, 
N. Y., maker of the colloid mill used 
in certain industries for grinding, 
dispersing and emulsifying, is plan- 
ning a national advertising and 
merchandising policy along with 
modernization of the plant and 
establishment of a New York office. 
A research laboratory also is to be 
established. 

Byron M. Nester has just been 
reelected president of the corpora- 
tion. W. A. McLean, technical di- 
rector of the corporation for 17 
years, has been made vice-president 
and general manager 


Little Company Sues 


A temporary injunction has been 
granted Little & Co., Inc., Chicago, 
packer of dehydrated foods, in its 
suit against Mother Hubbard's Cake 
Company, Chicago, charging unfai 
competition and trademark infringe- 
ment. The defendant is restrained 
from using any label or display car- 
ton which might be confused with 
those of the plaintiff 


Robert Brill to Agency 


Robert M. Brill, formerly president 
of Brill Bros., New York, men’s 
clothing stores, has been named 
business manager of J. W. Pepper, 
New York. He was at one time in 
the advertising department of the 
New York Times 


Vacations with Pay 
In the experience of Charles 


i 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 
Edited by RALPH O. McGRAW 


the future will add many new lin, 


A.| that have consumer acceptance a; 


Upson, president, The Upson Com-| Will operate as “hardware depar 


pany, largest manufacturer 
wallboard in the worla under one | 
roof, vacations with pay 
and office workers are more eftec- 
tive in building employe good will | 


than picnics, parties, baseball and | Characters 


bowling teams and other so-called 
welfare expedients. In an article 
in The Paper Industry and Paper 
World for August, Mr. Upson tells 
how his company has been able to 
extend vacations company-wide 
without loss to the business by clos- 
ing down all operations for a week 
or two, usually the latter part of 
July, during which time all plant 
repairs are taken care of by the 
mechanical crew, thus combining 
the annual shutdown for necessary 
maintenance work with the vaca- 


{tion period. 


into | 


It has been 
and suppliers 


found that customers 
willingly cooperate 


of all mil] | @irements, 


in this vacation plan and only a 
skeleton staff is on duty to take} 
care of emergency orders. Mill} 


production is scheduled far enough 
in advance to bridge the gap. 

While mill workers all receive a 
full week or two of rest and change, 
the number of days for which they 
actually receive pay is based upon 
length of service. Basically this 
runs about two days pay per year 
of service. 

The management is sold on the 
mill-wide vacation plan as a valu- 
able investment in employe good 
will and insurance against abnor- 
mal labor turnover. “Needless to 
say,” Mr. Upson points out, 
benefits are reflected in a multitude 
of ways—through a more unified 


| 
| 


“the | 


| 
| 


working force, more efficient pro- | 


duction, and less waste. Above all, 
there is a continued spirit of loy- 
alty on the part of employes. This 
‘intangible’ has perhaps played the 
largest part in influencing’ the 
management to continue its vaca- 
tion policy for almost 20 years.” 
Changes in Hardware Retailing 
So many products 
the retail hardware store require 
service that the success of the 
hardware dealer today depends on 
how well he can fulfill the require- 
ments of his customers in that re- 
spect, Horace P. Aikman, president, 
National Retail Hardware Associa- 
tion, told the association’s conven- 
tion, according to a report of his 
address in Hardware Age for Aug. 
8. Successful hardware stores of 


now sold by 


of fibre | ment stores,” serving an ever 


creasing variety of community 1 
he predicted. “BRB 
ticket” merchandise, including a, 
pliances and equipment of ma: 
is given as the reas 
for this trend. 

Years ago the hardware st 
operated both plumbing and ti: 
ning shops as a necessity, but d 
continued them in peak years. N 
many are thinking of establish 
new types of plumbing and ser\ 
shops to better serve their comn 
nities in the lines of hydrau! 
electricity, refrigeration, air con 
tioning, heating, ventilating, and 
others. A hardware dealer ) 
longer can just sell; he must se 
ice. 


Party Line is Fading 

When those things are enun 
ated which contribute to better lite 
for America, the telephone is ney: 
omitted. A survey made by the 
Indiana Telephone Associat 
around the community of Ars 
nevertheless reveals that the te|: 
phone has lost popularity in small 
rural communities, and that new 
uses, new devices, and new reas: 
for having the service must be c 
veloped if the trend is to be 
versed. A summary of the rep 
was published in the Aug. 10 
Telephony. 

The underlying reasons for t 
condition seem to be the compact 
ness of a small community and the 
ability to travel readily from place 
to place in such communities, so 
that families are not so dependent 
upon the telephone as in forme: 
years. The use of the neighbor 
phone in the small community and 
rural area where people are much 
better acquainted than in cities has 
been a major contributing factor to 
small telephone exchange 
The saturation in the Argos com- 
munity, normally prosperous, 
only 13.32 per cent. 

Of 113 non-subscribers covered in 
the rural territory, 61 never had 
been subscribers while 52 formerly 
had service. Of 38 who said they 
did not have service because they 
could not afford it, 31 had installed 


losses 


radios since 1930; 18 had added 
electric service; 10 had acquired 
automobiles; four had _ purchased 


modern refrigerators; and two had 
installed running water in thet 
homes. 
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The Best Read Publication 
Should Carry the 


Most Advertising 


c —and in the advertising field it does! 


When a publication gets immediate — advertising and merchandising world is 
this & " 2 . rep TIO ’ . 
act- | readership, advertisers get action. And ADVERTISING AGE. 
lace f when a medium is the best read in its ati. 3 ein d _ 
. so | : ; : ‘qually impressive is the record of 
dent | field, advertisers quickly learn that it ns | ae 
mer J ; ' ; response to advertising. Direct returns 
can give them the service they're look- eae ee 
and die ck ; from copy published in ADVERTIS- 
puch | ing for. That’s why the leadership of ING AGE | ia | F 
ha sal Gelade a alee a + AGE have created a long line o 
orto & ADVERTISING AGE with readers is 
ss ' "ing success stories covering every type of 
com- paralleled by its leadership in the serv- 
. a medium and service bought by adver- 

ice of advertisers. ap 

ed in tisers and their agencies. Advertising 
had ° y . ry ‘ y ‘ ‘ a 
yes Every readership study made thus far In AD\ ER | ISING AGE IS — read 
bn! in 1940 that we know about has put and responded to. Advertisers get 
cena ADVERTISING AGE at the top of results. 
hased 


or the list. The steady increase in reader- uit. ' 
_ Phat is why, for the first six months 


of 1940, as heretofore, ADVERTISING 
AGE leads the field in advertising vol- 


ship and preference which has marked 
the ten-year service of the National 
<—_— : ertising is the logic: 

Newspaper of Advertising 1s the logical ume. In number of accounts, number 


response to the only national news serv- of jnsertions and number of exclusive 


ice covering all phases of advertising = accounts, as well as total linage, 


and sales promotion, in all lines, all APVERTISING AGE is out in front. 


over the country, available to marketing = Advertising leadership is the natural 
executives. The only place to go fora — corollary of immediate, responsive 
complete picture of the activities of the readership! 
THE NATIONAL NEWSPAPER ADVERTISING 
100 E. Ohio St., Chicago 330 W. 42nd St., New York 
SAN FRANCISCO LOS ANGELES ATLANTA 
Russ Bldg. Garfield Bldg Walton Bida. 
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California Eyes 
Market Bereft 
of Europe's Figs 


Fresno, Cal., Aug. 28.—The Cali- 
fornia Fig Institute, scanning the 
European war from afar, is looking 
hopefully at a 
fig market bereft 
of Turkish, Greek 
and Italian figs 
and is preparing 
to take the 
American market 
for its own on 
the heels of a 
nation-wide pro- 
motional cam- 
paign launched 
this month. 

There are some- 
thing like 4,000 
fig growers in the 
institute and they are pretty much 
concentrated in the San Joaquin 
Valley of California where 97 per 
cent of American figs are produced. 
Last year the crop of 38,000 tons 
had a farm value of $2,550,000 and 


Harold H. Hyde 


‘Million Lines 
of Dealer Copy 
Is Shaver Goal 


New York, Aug. 27.—With an 
aggressive magazine campaign set 
for release in mid-September, Gen- 
eral Shaver Division of Remington 
Rand will attempt to place 600,000 
|lines of newspaper copy in coopera- 
ition with local dealers throughout 
the country during the next four 
months. The company disclosed 
this merchandising objective today 
in urging retailers to climb on the 
electric shaver bandwagon. 

First insertion in the fall maga- 
zine campaign will be a color page 
lin the Sept. 14 issue of The Satur- 
|day Evening Post, to be followed 
by advertisements in Collier’s, Es- 
'quire, Life, Newsweek and Time, 
i'through the Christmas period. In 
laddition to shaving speed records 
certified by United States Testing 
| Company, Remington copy will fea- 
ture the introduction of a_ triple- 
headed shaver selling at $17.50. The 
third head is designed for the “trim- 


this year’s advertising and promo- ming and touch-up jobs so vital to 


tion campaign will be prorated on | 
a tonnage-assessment basis. 

Primary purpose of the program 
is to educate consumers to look 
upon California figs as a year round 
table delicacy, rather than as a 
specialty item for use during only 
Secondary objec- 


holiday seasons. 
tive is to enlist the active assistance | 
of brokers, jobbers, wholesalers and 
dealers in speeding up and push- 
ing the movement of California figs 
through already established distri- | 
bution channels. 

“Other cooperative agricultural 
groups organized’ within 


recent | 


| spokesmen 


good grooming.” 

Thus far this year the Remington 
Rand offer to split local advertising 
on a 50-50 basis has stimulated 400,- 
000 lines of such copy. Company 
expressed the opinion 
that total newspaper linage would 
reach the 1,000,000 mark by Christ- 
mas. 

Batten, Barton, Durstine & Osborn 
is the agency in charge. 


Hickey-Freeman Moves 
The Hickey-Freeman Company, 
maker of quality clothing for men, 
has opened new offices on the 24th 
floor of the Empire State bldg., New 


years have demonstrated the effec- | York, moving there from 200 Fifth 


tiveness of such an effort toward 
increasing the sale of their com- | 
modities,” declared Harold H. Hyde, 
director of the institute. “I am con- 
fident that the campaign of the 
California Fig Institute will meet 
with the same success.” Elwood J 
Robinson Advertising Agency, Los 
Angeles, has the account. Melvin 
A. Jensen is account executive. 


jis introducing the 


avenue, where the New York branch 
office had been located for 30 years. 


| - — 


Introduces Projector 

Craftsmen's Guild, Los Angeles, 
Hollywood 
viewer-projector to be used as a 
selling tool in the presentation of 
a product. Newport & Associates, 
Los Angeles agency, is handling the 
account. 


Figures have been obtained from a representative 


group of Southern 


hardware wholesalers. revealing 


that October and November are (next to September) 


their best sales mo 


nths of the year, with L017 


and 8.96, respectively, of their total yearly volume. 


Nothing strange about that. 
South, its 


hits the 
a good part of their 
implements and all 
vear. And this fall 


For a sales mediu 


When harvest time 
farmers immediately convert 
crop money into hardware, farm 
ied lines for use in the coming 
is no exception! 


and heres how to do wt — 


m that speaks a Southern drawl. 


that's read as a “home-folks” magazine. Southern 


Hardware has no equal. 


Southern hardware 


0000 retail hardware outlets 


It can help you sell to 200 
jobbers and 85°. of the South's 
twice as many as its 


nearest national competitor! 


... Yessir, it’s time to sell hardware South 


. and it’s 
help you! 


{dvertising 


smart to let Southern Hardware 


> 


forms for October close Sept. 18) 


HARDWARE. 
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Getting Personal 


When Fuller & Smith & Ross prepared an advertisement for 
Certain-teed Products Corporation under the direction of John M. 
Huggett, a. m., the fees of six distinguished writers and radio com- 
mentators who collaborated in writing the copy were donated to the 
American Red Cross war relief fund. The copywriters were Ray- 
mond Gram Swing, Dr. Stanley High, Edgar A. Guest, Raymond 
Clapper, Stewart McDonald, Federal Housing Administrator, and 
Gabriel Heatter. . 

A classified ad in the Chicago Tribune on a recent Monday 
which read, “Hey, fellas! Saturday’s golf score broke 100. Yippee! 
Chile” was merely the fulfillment of a vow of 
Cc. F. Southward of the Harry Atkinson agency, 
Chicago, that he would put an ad in the paper 
if he broke 100. . . 

Len Carduner, a. m., Garrard Sales Corp., 
New York, is back at his desk after an attack of 
what F. P. A. calls “the stone.” .. A postcard pic- 
turing the snow and ice of the Swiss Alps has 
been received from C. Monroe Smith of the New 
York Barron Collier organization who is touring, 
of all places, the sultry spaces of Haiti... 

Doyle Grinstead, Coulter-Mueller-Grinstead, 
San Antonio, and Mrs. Grinstead have been en- 
joying their vacation at Galveston. .. R. G. (Bob) 
Coulter of the same agency spent a few days at 
Port Aransas. .. Thomas Thorne has resigned as 
art director for the Yankee Writing Service. Guil- 
ford, Conn., to head the department of painting at 
the College of William and Mary in Williams- 
burg, Va. 

Macon, Ga.’s Community Chest campaign will 
be headed up this year by John A. Jones, manager 
of the Packer Advertising Corporation. .. J. W. 
Pepper, pres. of J. W. Pepper, Inc., New York, 
has written a profile on Howard Johnson, restau- 
rateur, for the Saturday Home Magazine. . . 

Quail Hollow, the ranch of L. W. Lane, publisher of Sunset. near 
Ben Lomond, Cal., leaped into the public eye the other day when a 
hunter at the ranch killed a 120-pound buck by concussion, the bullet 
just grazing the animal’s skull. . . 

Arthur C. Dorrance, pres., Campbell Soup Co.; George K. Throck- 
morton, RCA-Victor Corp., and David Stern, 3rd, publisher of the 
Camden Courier-Post, helped form a Good Neighbor Committee to 
raise $15,000 for the victims after a million dollar fire at the R. M. 
Hollingshead Company, Camden, made some 400 people homeless. . . 

Mel Carlson, a. m. of the Canner, Chicago, finds an upsurge in 
business and building a new home in Beverly Hills the correct 
answer to staying thin. . . Bell Music Co., Chicago, has assigned 
performance rights to Broadcast Music, Inc., of the new patriotic 
song, “We're All Americans,” written by James T. Mangan, Chicago 
advertising man... 

Bernarr Macfadden, founder and head of the Mactadden Publica- 
tions, practiced his philosophy of the strenuous life on his 72nd 
birthday by flying his plane from New York to his physical culture 
hotel at Dansville, N. Y., played a round of tennis, was interviewed 
on a nationwide radio hookup, spoke at a banquet in his honor 
attended by 300 persons, gave a newspaper interview favoring com- 
pulsory physical education for every boy and girl and then flew his 
plane back to New York. . 

W. Frank McClure, exec. v. p., Critchfield & Co., Chicago, has 
been re-elected a member of the board of directors of Chautauqua 
Institution of Chautauqua, N. Y., for a four year term.. . 

Jimmie Willson, program manager of WWL, New Orleans, al- 
though the father of two lovely young ladies, Barbara, 5, and Ruth, 2, 
is in a quandary 
over having 
been appointed 
purchases 
of 1,000 pairs ot 
baby pants for 
the refugee 
flood victims 
throughout 
Louisiana and 
Mississip- 
pi. Through 
Willson’s efforts 
$2,800 in cash 
was received 
and six truck- 
loads of cloth- 
ing as a result 
of two WWL 
programs  ap- 
pealing fo. 
assistance. Now 
the boys are 


HE'S OFF 


Ray Vir Den, vice- 
president of Lennen 
& Mitchell, gives the 
go-ahead signal for 
a flight from New 
York to Tulsa. 


MACFADDENITES PLAY GOLF 


This foursome did its stuff at the annual Charles H. Shattuck ‘ 
Macfadden Publications outing at Long Beach, Mich. Left calling Willson 
to right: Jim Mitchell, western advertising manager, True Mr. Droopy 
Story; Harold Wise, advertising manager, Liberty; Charlie Drawers. 
Shattuck, western manager, Macfadden Publications; Dutch William C. 
Feldon, western advertising manager, Liberty. Krueger, pres 
of G. Krueger 
Brewing Co., has been honeymooning at a Canadian camp with his 
bride, the former Georgina Morrison Jewett of Orange, N. J 
Gladys, daughter of A. H. Marchant, ad director of the Boston Post. 
has just announced her engagement 
William F. Bigelow, editor of Good Housekeeping, will head Ohio 
Wesleyan University’s 1942 centennial committee 
Harry L. Williams, v. p.. American Colortype Company, who was 
taken seriously ill in Birmingham, Ala., has returned to his home in 
Chicago and will be back at his desk Oct. 1 
Ralph Dyar took a little time off from 
Chronicle and 


promoting the Spokane 
Spokesman-Review to attend the wedding of sor 
Conrad and Janet Olson in Seattle Aug. 17 

Ted F. Mueller, bus. mgr... Newsweek. and one of the most 
in-the-wool bachelors in the business. 
last week and was 
about Sept. 9 


dyed- 
hopped a plane to the Coast 


arried He will return from |} honey moor 
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Domestic Liquor 
Added to Line 
of W. A. Taylor 


New York, Aug. 27.—W. A. Tay 
lor & Co., whose liquor distributin; 
business has been confined for 
years to imported brands, }h; 
added the first domestic products 1 
its line by becoming sole distribut: 
for Buffalo Springs Distilling Con 
pany, Stamping Ground, Ky. 

Advertised brands involved ar 
Buffalo Springs and Boots & Sad 
dle. A campaign in business pape) 
and local newspapers to widen dis 
tribution of these products is bein; 
started. Most of the promotion wi 
be concentrated in Midwester 
Southern and Western states wher 
the brands have acceptance. 

Charles W. Hoyt Company, whi 
directs advertising of a number « 
other products distributed by Tay 
lor, including John Jameson & So 
Irish whisky, Bass ale and Gover 
ment House rum, has been a; 
pointed to handle the account. 

The addition to the Taylor lin 
of domestic products, which ha 
been widely rumored in the liquo 
field for some time, is not expecte: 
to end with Buffalo Springs. It 
understood that there will be othe 
additions in the near future. 


Miami Picking Agency; 
Funds Are Allotted 

The advertising and_ publicit 
board of Miami, Fla., is expected t 
announce shortly the appointme: 
of an advertising agency after hea) 
ing reports from the  agencie 
Aug. 21. 

Of the $189,000 advertising and 
publicity fund set aside for th: 
1940-41 season, the Miami Cit 
Commission has allotted 70 per cent 
for advertising, publicity, booklets, 
park entertainment and administra- 
tion; $10,000 for the Orange Bow 
Festival; $10,000 for the Miami open 
golf tournament; $10,000 for the Al! 
American air maneuvers and $3,500 
for the annual fishing tournament 
The remaining $12,000 will be spent 
by the board at its own discretion 


Townsend Adds Three 


G. S. Blodgett Company, Inc., 
Burlington, Vt., maker of baking 
and roasting ovens; Publicity Sery- 
ice, Department of Conservation 
and Development, Montpelier, Vt. 
and C. H. & Geo. H. Cross, Inc. 
Montpelier, and St. Johnsbury, Vt 
Cross crackers, have appointed 
Townsend Advertising Service, 
Burlington, to handle their adver- 
tising. The Blodgett account wil! 
use business publications and the 
other two will use newspapers 


Crowell Changes Rate 

Crowell-Collier Publishing Com- 
pany has announced that, effectiv: 
with the November 194¢ issue of 
Woman's Home Companion, the rat 
for space of 85 agate lines, one- 
eighth of a page, column width, wil! 
be $1,068.75, one-eighth of the 
black-and-white page rate. Th 
rate for this space formerly 
figured at the line rate rather than 
the page rate. 


KAUFMANN & FABRY CO 
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U. Ss. Active in 
Seeking Divorce 
of Prices, Taxes 


Harrisburg, Aug. 29.—That the 
U. S. Treasury Department intends 
to enforce its recent mandate to 
liquor advertisers to dissociate price 
nereases from additional federal 
taxes was indicated by a communi- 
cation reaching the Pennsylvania 
|.iquor Control! Board. 

The letter was inspired by a trade 
paper advertisement for Old Oscar 


Pepper, in which Frankfort Dis- 
tilleries headlined, “‘Whisky taxes 
and prices have’ climbed—but 


famous Old Oscar Pepper Drops.” 
The text said, “Here’s a quick, easy 
and good way to get around that 
problem of higher liquor taxes and 
the price boosts that go along with 
them.” 

While the Treasury Department 
asked the Pennsylvania Board for 
past prices on Old Oscar Pepper 
before it takes official action, it inti- 
mated that the wording of the 
advertisement is proscribed as sug- 
gesting that higher prices are due to 
taxes. 


Cramer Names Engle 


Holland E. Engle, director of radio 
for Erwin, Wasey & Company, Chi- 
cago, has been appointed director 
of radio for the Cramer-Krasselt 
Company, Milwaukee. 


Phillips at EAA 

Stuart Phillips will talk on “The 
Effectiveness of Direct Mail” at the 
meeting of the Engineering Adver- 
tisers Association at the Electric 
Club, Chicago, Sept. 9. 


( Advertisement) 


Science Designs 
a New Kind of 
Business Magazine 


First Practical Applica- 
tion of Readership Re- 
search Combined with 
Market Surveys 


NEW YORK, Aug. 30.—A new 
kind of business magazine for the 
PACKAGING FIELD will make its 
debut Sept. 20th. 

This magazine 
tifically designed 


has been scien- 
through the use 
of research to develop maximum 
reader interest. Its editorial con- 
cept is entirely new in the business 
paper field and is based on the logic 
of giving a reader what he wants to 
read rather than what the pub- 
lisher thinks he ought to read. 
The distribution of this magazine 
has also been worked out 
scientific basis of allotting copies 
on a sliding scale in exact propor- 
tion to the buying power and in- 
fluence of the readers—instead of 
using straight lists of firms or titles 
or depending on the type of reader 
Who can be sold a subscription. It 
is claimed that through this method 
of scientific reader 


on a 


selection more 
than 75% of the buying power of 
the packaging field can be con- 
tacted with a circulation of less 


than half of all the known buying 


units. Preliminary checks showed 
thit 65% of these new circulation 
li:ts were not receiving any other 
peckaging publication. 

\dvertisers using both full and 
fr: ctional pages are guaranteed 
po itions either facing or next to 


re ding matter. 

any who have seen the plans 
fo. this new kind of publication 
have remarked, “Why didn’t some- 
On’ think of this before?”—which 
incicates that the operation is not 
on unique but logical and sound 
While no further details are avail- 

at this time, advance copies 

be off the press about Sep- 
‘en\ber 10, and may be obtained by 
ad\ertisers and their agencies by 
Writing to the editor of ADVER- 
TISING AGE. 


ab 
Wi 


Voluntary Chain’ 


in Men's Clothing 
Field Successful 


Clipper Craft Plan At. 


tracts More Than 500 


Outlets 


New York, Aug. 28.—Encouraged 
by a distribution expansion of more 
than 400 per cent during the past 
two years, the Clipper Craft plan, 
the men’s clothing industry’s first 
cooperative chain of independent 
retailers, will start its third year of 
operation this fall with a record 
promotion budget that 
newspapers and a test campaign in 
radio. 

Sponsored by Trimount Clothing 
Company, Roxbury, Mass., the Clip- 
per Craft plan was launched in 
1938 as an aid to independent retail 
clothiers who were faced with chain 
store competition. Trimount has 
increased its outlets from 100 to 
over 500, located in all 48 states, 
and is adding them at the rate of 
200 a year. Outlets have been 
accepted on an exclusive franchise 
basis up to the present time but this 
policy may be altered in the future 
in the larger cities. Current volume 
is running at the rate of 500,000 
suits a year, representing a retail 
value of $12,500,000. 

With the exception of a few inser- 
tions in Esquire and Life, Trimount 
has used newspapers exclusively. 
Linage has increased from 1,750,000 
in 1939 to an estimated figure over 
two million this year. All adver- 
tising has been on a _ cooperative 
50-50 basis, with the dealer required 
to spend $1 per garment for adver- 
tising in order to regain half that 
amount from Trimount. 


Will Try Radio 
On Sept. 16, Trimount will launch 
a spot radio test campaign, designed 
to continue for the entire season, at 
its own expense. The company will 


use 36 spots a week on five stations | 


of the National Broadcasting Com- 
pany in New York, Schenectady, 
Rochester, Cleveland and _ Boston- 
Springfield. If the campaign is 
successful, radio advertising will be 
extended nationally on a coopera- 
tive basis. 

According to Emil Mogul, head of 
the agency in charge of Trimount 
advertising, the Clipper Craft plan 
has put the independent retailer in 
a position where he can compete 
with the chain store for the popu- 
lar-price business. The great volume 
in the clothing business, approxi- 
mately 70 per cent, is done in 
clothes priced under $30 and the 
fact that the chains successfully 
captured that business accounts for 
their growth, he said. 

Under the Clipper Craft plan, the 
independent retailer can compete 
with the chain store on a $25 suit 
of clothes. The independent’s diffi- 
culty formerly lay in his insistence 
on a big mark-up on his clothes 
Trimount has had to educate the 
retailer to sacrifice some profit for 
the of volume and give the 
public a suit of clothes with greater 
value. This results in a_ greater 
turn-over and less store expense. 
As Mr. Mogul puts it, Trimount has 
taught the dealer to think about net 
profit at the end of the year rather 
than the mark-up on each garment. 


First Retail Venture 


The Clipper Craft project marked 
Trimount’s first venture into the 
retail field in 25 years of manufac- 
turing. Trimount clothes, previously 
distributed to the larger indepen- 
dent retailers under private brands, 
wholesaled at $17.75 and retailed 
at $30. The Clipper Craft clothes 


sake 


wholesale at $15.50 and retail at 
the fixed price of $25. 
The advantages of the retail- 


manufacturing chains appear to lie 
in the greater selection and value 
they offer at $25. The success of the 


Clipper Craft plan is attributed not 
only to a shorter initial mark-up for 
and 


the retailer regular “fill-ins” 


includes | 


CO-OP CHAIN AD 


= THE INSIDE STORY CAN BE TOLD! 


| All Alban Howe + Ganins Dissouared = 
Now Exclusively af( stone mame) do (civ) 


& Wey fo Mahe « $35.00 Sasit thal “has 
CLIPPER CRAFT ciorues | 


Coorgthing” and colually can be sold at 


THE CLIPPER CRAFT PLAN 
Aud These Are the Resslls ! 


L. FABRICS ore CREAT: «Ze STVLING te “TORE: «=. TAILORING te EX 
Cert si Ae eee nee ~ CEPTIONALE mee cow 


STORE NAME 


— 


Sample of copy provided Clipper Craft 
dealers. 


but also to an initial profit sacrifice 
by the manufacturer and an invest- 
ment in merchandise which makes 
it possible for him to supply fresh 
merchandise at all times 

Trimount has also stimulated ad- 
vertising expenditures by indepen- 
dent retailers, who formerly did not 
promote suits priced at $25 because 
they could not be compared in value 
with suits offered at the same price 
by the big chains. Now when the 
independent offers a $25 suit of 
clothes he has “something to sing 
about.” In this way, the Clipper 
Craft plan has given the retailer the 
advantages of a chain store while 
allowing him to retain his person- 
ality. This policy is expressed in 
the slogan, used by the company to 
obtain outlets: “The value of your 
name, plus the power of a chain.” 


Variety of Dealers 
Trimount not only numbers inde- 
pendent dealers among its outlets 


but also department stores, which 
have used the plan to recapture the 


popular-price trade. Small chains, 
consisting of three or four stores 
which formerly bought clothes in 


the open market, are also participat- 
ing in the plan. 

Another advantage of the plan is 
that it has helped the dealer in the 
small towns surrounding a big city 
to capture the of the 
townspeople. The chain stores have 
held not only the business in the 
big city but attracted people 
from the surrounding towns. 

Dealers are buying and selling in 
increasing quantities, with increases 
ranging from 25 per cent to doublk 


business 


also 


the former volume, according to 
Mr. Mogul. Volume has increased 
particularly in areas where chain 


store competition is heaviest 

Each season Trimount provides it: 
distributors with a comprehensive 
mat and advertising service, con- 
sumer mailing pieces, point-of-sale 
material and various other 
tional helps. Mailing 
which Trimount 
tract new outlets are designed to 
prove to the retailer how he may 
successfully meet chain store com- 
petition 


promo- 
pieces 
endeavors to 


by 
at- 


One such piece shows two 
arms, die-cut to give a three-dimen- 
sional appearance, with the hands 
encased in a pair of real hand-cuff 

The caption below reads, “Are you 
hand-cuffed by chains?” 


Ideal Names Rep 


Ideal Publishing Corporation, 
publisher of Movies, Movie Life and 
Personal Romances, has appointed 
Don Harway & Co., Los Angeles and 
San Francisco, as Pacific Coast rep- 
resentative. 


Names Woodham A. M. 


Robert W. Woodham has been 
made advertising manager and pur- 
chasing agent for the five Barringer 
hotels, with headquarters at Hotel 


Columbia, Columbia, S. C 


Transamerica 
Agency Net Holds 
Meet in Denver 


Denver, Aug. 27.—The_ Trans- 
america Advertising Agency Net- 
work (TAAN), holding its first na- 
tional convention here last weekend, 
awarded honors to four members for 
outstanding work during the past 
year: 

Jesse Gorov, Chicago, received 
the award for “the most outstanding 
contribution to marketing econom- 
ics”; R. H. Byrum, Denver, received | 
honors for “outstanding work in | 
agricultural advertising’; Jack D. 
Rittenhouse, Fort Wayne, was cred- 
ited with “the most valuable contri- 
bution to agency operation”; and 
Charles D. Meissner, Milwaukee, re- 
ceived first award for “outstanding 
excellence of advertising copy.” 

The Transamerica Advertising | 
Agency Network was organized in| 
1938 as a national network of inde- 
pendently owned advertising agen- 
cies. A recent check-up revealed 
that the combined volume handled 
by TAAN members exceeds $2,000,- 
000 annually. At present there are 


twelve members of the network, 
including Chas. D. Meissner, Adver- 
tising, Milwaukee; Jesse Goro, 
Company, Chicago; The Phillips 


land Sunset. 


Company, San Diego; Byrum Ad- 
vertising Agency, Denver; Mercury 
Advertising Agency, Fort Wayne; 
Belden Associates, Cleveland; A. L. 
Adkins Company, San Francisco; 
Pitluk Advertising Company, San 
Antonio; Darwin H. Clark Company, 
Los Angeles; Martin & Robison, Fort 
Wayne; and two new members 
added during August; Driver & Co., 
Omaha; and The Earle A. Buckley 
Organization, Philadelphia. Mr. 
Meissner is national director of the 
group, and J. D. Rittenhouse, of Fort 
Wayne, is executive secretary. 


Payne Furnace Announces 
National Campaign 


An extended national advertising 
campaign has been announced by 
Payne Furnace and Supply Com- 
pany, Inc., Beverly Hills, Cal. Copy 
will be carried by American Home, 
Better Homes & Gardens, Christian 
Science Monitor, Holland’s Magazine 
Architects and builders 
will be reached through American 
Builder, Architect & Engineer, 
Architectural Forum, Architec- 
|tural Record, Building Contractors’ 
Forum, California Arts & Architec- 
ture and Practical Builder. 

American Artisan, Butane Pro- 
pane, Gas and Gas Age will be used 
to reach dealers. Radio, newspapers, 
broadsides and dealer helps will also 
be used. Gerth-Knollin Advertising 
Agency handles the account. 


NUMBER FOURTEEN... 


We've given birth to a 
now about a year old 
"De Soto” in about 5006 


was conceived by Amer 


sired by a group of magazine-minded individuals, 


who, as one agency mat 
possible when advertising 
to house organs.” ¢ And 


no bother to its doting 


ticles, to layout, to art, plates and printing, to dis- 


tribution 


proud—proud enough t 


create another publication 


equally as colorful, equally strong in SALES AP- 


PEAL 


for some adverti 


tion who wants to get into the home at little cost. 


e Certainly, with no obl 
well to consult with the 7 


the skill to 


to originate 


j 
TALENT TO ORIGINATE 


of a series - HOUSE MAGAZINES 


we handle it all. Needless to say, we're 


lot of ideas. One baby 
is a lusty infant shouting 
00 homes every month. It 


ican Colortype Company. 


1 put it, “showed what is 
-magazine ideas are applied 
. PEOPLE & PLACES is 


parents. From feature ar- 


» emphasize that we can 


equally as powerful, 
ser with national distribu- 
igation imposed, you'll do 


wople who have the talent 


produce, Call us in now. 


SKILL TO PRODUCE 


COLORTYPE COMPANY | 
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Definite Policy 
Keystone of 
Strong Display 


Jewelers Told of 
Fundamental Phases of 
Problem 


New York, Aug. 28.—The fact 
that the jewelry store’s stock is 
made up of a large number of small 
articles complicates the problem of 
display, at the same time making 
its solution more urgent. Manufac- 
turers in the jewelry field are ex- 
tending more assistance in the 
realm of displays than are those in 
any other. 

These points were made by W. L. 
Stensgaard, president, W. L. Stens- 
gaard & Associates, in addressing | 
the American National Retail Jew- 
elers’ Association here today. Mr. 
Stensgaard said that it is important 
that retail jewelers adopt a defi- 
nite display policy, which will con- 
tribute both to present and future 
sales by creating the impression of 
complete stocks, quality and de- 
pendability. 

“The real job of display,’ said 
he, “is to sell goods at reasonable 
cost, and moreover to sell the store 
or institution behind the display. 
Thus good display becomes consis- 
tent instead of spasmodic, because 
it has the power to build or tear 
down reputations through the im- 
pressions it delivers day after day. 

“Jewelry store windows are 
viewed by many folk who think far 
into the future and their 


mission 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums ! 


Complete copy supplied for U. S. and 
foreign countries—Astronomical Calcula- 
tions, Weather Forecasts, Astrological 
Readings, Planting Tables, Fishing Calen- 
dars, etc. 


HART_ WRIGHT COMPANY, Penn Yan, N.Y. 


-— 


is to educate the prospect to buy 
from you at the proper time. The 
jeweler’s display calendar can be 
more interesting and more easily 
established than for any other re- 
tail classification and there is no 
excuse for failure to build interest- 
ing displays which are seasonal 
and directly applied to merchandis- 
ing.” 

Eye appeal is the most success- 
ful salesman, Mr. 


and enhances eye appeal. 
out the most desirable points of the 
merchandise and places the product 


Stensgaard con-, 
tinued, and good display dramatizes | 
It brings | 


in practical use in a smart setting. | 


The jeweler 


vertisements and displays instantly 
revealing the identity of the spon- 
sor by reminding the observer of 
all of the past promotion of the ad- 
vertiser. 

The average person passes a 
window within 11 seconds, Mr. 
Stensgaard said, hence fleeting im- 
pressions must be effective. If the 
passerby pauses to look at the dis- 
play, he may buy. Therefore, the 
all-important thing is to put over 
the message quickly. However, the 
problem is threefold: 


Mission of Displays 


1. To leave a good general im- 
pression of the store front as it is 
seen at a glance. To incorporate 
in a display some focal idea that 
dominates and is carried away as 
an “easy to remember” impression. 
3. To create the kind of display 
arrangement that does a good sell- 
ing job after it has stopped the 
pedestrian. 

“Obviously, it is imperative that 
we stop more and more people,” 
said Mr. Stensgaard. “Surveys 
show that less than 3 per cent of 
passersby actually stop at the av- 
erage display. It has been proved, 
however, that this can be increased 
to 8 10 percent, and thus the 
sales producing value’ improved} 


or 


covered 


453,321 individual buyers who spend $154,110,000.00 


at retail every 


115,000 Families 
101,059 Daily Circulation 


of the Syracuse Herald-Journal—or 


9 out of every 10 families in Syracuse 


year, or... 


by the 


alone 


HERALD-JOURNAL 


he One Newspaper that Blankets 
jee the Syracuse Market oes 


who keeps an eye 
on national advertising is fully 
cognizant of the value of definite 
policy, the display expert said. 
Chesterfield, Coca-Cola and Inter- | 
| woven are examples of the effec- | 
tiveness of policy, all of their ad-| 


SUMMER COMPANIONS SAY FAREWELL 


several hundred per cent. 

“After we stop people, we must 
have something to show them that 
they will want to buy because it is 
important that we get as many 
prospects as possible in the store. | 
It would be good policy, 
for the jeweler to have two or 
three items for ladies and two or 
three for men _ attractively dis- 
played. They should be inexpen-| 
sive and should bear price tickets. 

“Undoubtedly we must sell 
watches and clocks 12 months a 
year and this fact must be 
into consideration in evolving a 
display policy. Next we have dra- 
matic features that are highly sea- 
sonal, but must likewise be incor- 
porated in our display calendar. 
The vital thing, however, is to de- 
termine your niche. Do not strad- 
dle the issue. Let the public know 
through your displays the type of 
business you want.” 

Mr. Stansgaard 
plea for better 
ant displays. 


closed 
handling of 


with a 
itiner- 


Salesmen Have 
‘Field Day’ at 


Insurance Meet 


Atlantic City, N. J., Aug. 
The men who are supposed to cash 
in on life insurance advertising will 
be on hand at the annual meeting 
of the Insurance Advertising Con- 
ference here Sept. 8-10 to tell the 
creators of the copy how it can be 
made to serve its purpose more ef- 
fectively. No less than six of these 
field men will be present to take 
potshots at insurance advertising as 
it is done today. 


29. 


Public relations will be given the! 


center of the stage at two sessions. 
The first will take place Monday 
afternoon and the second at the 
dinner Monday night when Har- 
ford Powel will speak on “Rela- 
tions—Poor, Private and Public.” 
The same subject will figure in 
at least one departmental meeting 


direct mail. Earle E. Vogt, in 
charge of this session, announced 
that use of direct mail in public 


relations work will have a promi- 
nent place on the program. Cover- 
age of spot markets and synchron- 
izing direct mail with personal 
selling will provide other features 
of this departmental. 

Seven publishers’ representatives 
are on the “space advertising” pro- 
gram. Bill Haskell of the New York 
Herald Tribune is the only one from 
the consumer field, however, all 
others speaking in behalf of the 
insurance press. Fred Bremier, Cur- 
tis Publishing Company, will discuss 
consumer research at the con- 
cluding “talkfest,” and will be sup- 
ported by Win Lambdin, of Lamb- 
din Associates, among others. 
Lambdin’s subject is “Production 
from the Art Director's Viewpoint.” 


Launches Lee Hat Drive 
Frank H. Lee Company, New 
York, will launch its fall campaign 
in September, using Collier’s, The 
Saturday Evening Post and New 
York newspapers. A campaign in 
college dailies will also begin in 
September Castle- 
man & York, is the 


Bermingham, 
Pierce, 


New 


| agency. 


therefore, | 


taken | 


Mr. | 


Wilson Helps 
Reconcile Youth 
to School Days 


Chicago, Aug. 29.—While time’s 
conquest of Labor Day, summer’s 
last sentinel, brings a shock of ap- 
|prehension to adults, the blow falls 
hardest upon juveniles, 
recognize the dread signal for a re- 
iturn to the pursuit of knowledge. 
Wilson & Co., Chicago packer, will 
interpret this situation in moving 
terms in its September advertising, 
portraying the tearful farewell be- 
tween the tutor-bound youngster 
and his dog. Wilson will also sug- 
gest that a purchase of Ideal dog 
food will help to alleviate the own- 
er’s sorrow. 

This timely motif, to be struck 
in the Sept. 9 issue of Life and 75 
|/newspapers, is tied to a special pre- 
mium offer designed to intrigue the 
housekeeper as well as mother. The 
company is offering a pair of guest 
towels for three labels from Ideal 
and 25 cents in cash. 

The towels are shown in actual 
colors in an easel counter card, to 
which is attached a sheaf of order 
blanks which enable the prospect 
to translate impulse into action with 
the greatest ease. Coupons also 
adorn the publication copy. The 
account is handled by United States 
Advertising Corporation. 

The school days-towel story ends 
Wilson’s summer campaign § for 
Ideal dog food, which will be fol- 
lowed in the near future by a brand 
new appeal keyed to the changing 
seasons. 


‘Lane, Benson, McClure 
New Chicago Agency 


A new general advertising agency. 
Lane, Benson, McClure, Inc., has 
begun operation in Chicago, with 
offices on the 20th floor of the Wil- 
loughby Tower, 8 S. Michigan ave- 
nue. 

William Noble Lane, president of 
the new agency, recently resided in 
Milwaukee. He was at one time in 
the advertising department of Allis 
Chalmers and later with Frank Stell 


& Associates in Chicago. John Ben- 
son, secretary-treasurer, was for- 
merly with John Ramsey & Co., 


Chicago, and was also in the broker- 


age business with his father, a 
former president of the Chicago 
Stock Exchange. John S. Lane, 


chairman of the board, is connected 
with the Allis Chalmers Company, 
Milwaukee. 

W. Frank McClure, whose title is 
executive vice-president and gen- 
eral manager, comes to the agency 


from a vice-presidency at Critchfield 
& Co., and formerly was for nine 
| years Chicago manager of Albert 


Frank & Co. Mr. McClure has been 
a well-known figure in Chicago ad- 
vertising for more than two decades, 
j}and has been especially active in 
local and national advertising club 
circles 


WBNY to Rambeau 

Roy L. Albertson, owner of 
WBNY, Buffalo, has appointed Wil- 
liam G. Rambeau Company, New 
York and Chicago, as the station’s 
national representative. 


quick to | 


Humming Bird 
Hosiery Wraps 
More Informative 


Chattanooga, Aug. 29.—In view of 
increased consumer pressure for 
informative labeling, Davenport 
Hosiery Mills has revised the word- 
ing on the tissue wrap which encases 


every pair of Humming Bird hosiery 


|distribution early 


The new wrap will be in genera! 
in September, 
Kenneth A. Durham, vice-president 
of the company, said. 

“When in late 1937 we first de- 
cided to list complete specifications 
for Humming Bird hosiery on a 
wrap around each pair of stockings,” 
Mr. Durham said, “we purposely 
kept the facts rather technical. We 
reasoned that a well-informed sales- 
girl would have the facts before her 
to use as she saw fit. If she wished 


to do so, she could explain those 
statements in detail to her cus- 
tomer. 


“In the period of about three 
years that we used the wrap the 
consumer movement has continued 
to grow. Consumers are continuing 
to insist upon facts about the mer- 
chandise they buy and are giving 
their support to the manufacturer 
and retailer who best answer their 
questions for the facts—with infor- 
mative labeling. Hence we consider 
the clarification of our wrap and the 
inclusion of other useful facts on it 
a logical step.” 


How Plan Works 


The new wrap explains “hidden 
values” as “those special features of 
construction and reinforcement that 
lie beneath their beauty and make 
for longer, more consistently satis- 
factory service.” 

An example of the more detailed 
technical information given the con- 
sumer is found in the definition of 
“Courses”: “Fifty per inch. This 
means 50 rows of stitches to each 
inch of fabric, measured up and 
down. Humming Bird courses aver- 
age 16 per cent more than the 
minimum standard set up by the 
National Association of Hosiery 
Manufacturers.” 

Detailed explanations are 
given of the meaning of fabric, twist, 
gauge, seaming and stretch. 


Clinic Planned on 
Consumer Relations 

Resuming its series of printing 
and advertising clinics, General 
Printing Ink Corporation has desig- 
nated “Consumer Relations” as the 
subject for the meeting Sept. 16 
Featured speakers will be Dr. Ken- 
neth Dameron, director of the Com- 
mittee on Consumer Relations in 
Advertising, and Ephraim Freed- 
man, director of Macy’s Bureau of 
Standards. 

Admission to the clinics is by 
invitation, available by writing Her- 
bert Kaufman, General Printing Ink 
Corporation, 100 Sixth avenue, New 
York. 


also 


Riverside Names Best 


The Riverside Metal Co., River- 
side, N. J., has appointed Frank 
Best & Co., Inc., to handle its ad- 
vertising. Industrial pages will be 
used. 


FIRST in PHILLY 


audiences of Phila. Network Station’ 


7 


4:30-4:45 P.M. Mon. thru Fri, «4 Mo, AVE 
WFIL 16.9. 
WCAU 14.5', 
KYW 13.3°, 


@%, listeners identitying station and program 
First with 46 other programs. 


For LOWER COST Circulation 


BUY WFIL 


TORONTO 
MONTREAL 


WINNIPEC 
LONDON, Eng 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS 
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400 Corporations 
Increase Net 
Earnings 58.6% 


An analysis issued by the National | 


City Bank, New York, indicated that 
400 leading corporations increased 
net profit 58.6 per cent during the 


first half of 1940 over the cor- | 


responding 1939 period. The cur- 
rent aggregate is 648 million dollars, 
compared with 409 million. 
Combined net profit for the sec- 
ond quarter was only 296 million, 


however, compared with 315 million | 


for the first, a contra seasonal situ- 
ation. Individual earnings reports 
for leading advertisers appear be- 
low. 


Packard Motor Car Co. 

Net income for 12 months ending 
June 30 was $1,484,118, compared 
with a net loss of $1,433,969 for the 
preceding year. 


Safeway Stores Inc. 

Net income for six months ending 
June 30 was $2,382,943, compared 
with $2,855,402 for the same period 
a year ago. 


Studebaker Corp. 

Net income for six months ending 
June 30 was $957,309, compared 
with $774,314 for the same period 
a year ago. 

Curtis Publishing Co. 

Net income for six months ending 
June 30 was $2,223,180, compared 
with $1,991,659 for the same period 


a year ago. 
Flintkote Co. 

Net income for a year ending 
July 13 was $1,443,522, compared 
with $1,152,522 for the previous 
year. 

Gotham Silk Hosiery 

Net loss for six months ending 
June 30 was $156,975, compared 
with a net income of $91,515 for 


the same period a year ago. 


Koppers Co. 
Net income for 12 months ending 
June 30 was $2,150,831, compared 


® Do you want business from the 
west-coast? Former ad-man, well 
experienced in merchandising of 
both tangibles and intangibles, 
and about to locate near Los 
Angeles, wishes to contact worth- 
while organization. 

Box 3108, 


Advertising Age. Chicago 


REMINGTON RAND GETS UP IN MILLIONS 


Howard V. Widdoes, general sales manager; Arthur R. Rumbles, vice-president 

and general manager; Preston B. Porter, vice-president, and Mayor Thomas L. 

Holling of Buffalo at ceremonies marking production of the 350,000,000th Kardex 
visible file pocket at Remington Rand's Tonawanda factory. 


with $1,270,139 for 
year. 
Lily-Tulip Cup Corp. 

Net income for 12 months ending 
June 30 was $682,238, compared 
with $540,815 for the previous year. 
Maytag Co. 

Net income for six months ending 
June 30 was $698,465, compared 
with $563,687 for the same period a 
year ago. 


McCall Corp. 

Net income for six months end- 
ing June 30 was $489,665, compared 
with $587,421 for the same period a 
year ago. 


New York Telephone Co. 

Net income for 12 months ending 
June 30 was $35,912,619, compared 
with $31,787,096 for the preceding 
year. 


the previous 


Paramount Pictures. Inc. 

Net income for six months ending 
June 29 was $3,084,000, compared 
with $2,130,000 for the same period 
a year ago. 


Rudolph Wurlitzer Co. 
Net income for the quarter ended 
June 30 was $73,107, compared with 


$156,870 for the same period a year | 


ago. 


U. S. Rubber 

Net income for six months end- 
ing June 30 was $4,234,239, com- 
pared with $4,465,397 for the same 
period a year ago. 


Boeing Airplane Co. 
Net loss for six months ending 
June 30 was $69,174, compared with 


A IMPOSING group of successful advertising execu- 
tives and advertising agencies finds this a lucky 


number. It enables them to use a service consisting of 
ad-setting, engraving, and printing—all under one roof 
. . . Specially trained men are always on their toes to 
serve you so well that you will come back again. We can 
lighten your burdens—and at the same time produce 
better and more profitable printing for you—at a sav- 
ing of time, trouble and money. Phone Wabash 7820 


AITHORN 


ORPORATION 


D-SETTING + ENGRAVING + PRINTING 
SHERMAN STREET, CHICAGO +» WABASH 7820 


a net loss of $183,550 for the same 
period a year ago. 


Commonwealth Edison Co. 


Net income for the 12 months 
ending June 30 was $28,997,305, 


compared with $22,386,170 for the 
preceding year. 


Coty, Inc. 

Net income for six months ending 
June 30 was $311,026, compared 
with $132,472 for the same period a 
year ago. 


General Cigar Co., Inc. 

Net income for six months ending 
|\June 30 was $574,068, compared 
|with $323,357 for the same period a 
|year ago. 


Addressograph-Multigraph 

Net profit for five months ending 
May 31 was $386,006, including Ca- 
nadian subsidiary but not including 
| three European subsidiaries. 


Devoe & Raynolds 

Net loss for six months ending 
May 31 was $112,785, compared 
with a net profit of $105,594 for the 
same period a year ago. 


Western Union 

Net income for five months end- 
ing May 31 was $935,701, compared 
with a net loss of $667,103 for the 
same period a year ago. 


Rayonier, Inc. 

Consolidated net profit for 
year ending April 30 was $2,389,- 
488, compared with $1,176,646 for 
the preceding fiscal year. 


General Baking Company 

Net income for 13 weeks ending 
June 29 was $699,559, compared 
with $551,096 for the same period 
a year ago. 


Mead Corporation 

Net income for 12 weeks ending 
June 15 was $324,020, compared 
with $80,109 for the same _ period 
a year earlier. 


Brown-Forman Distillery 

Net income for the fiscal year 
ending April 30 was $185,541, com- 
pared with $75,551 for the preced- 


ing fiscal year. 
McGraw Electric Co. 

Net income for 12 months ending 
June 30 was $1,519,329, compared 
with $1,107,006 for the preceding 
year. 


General Motors Corp. 

Net income for six months ending 
June 30 was $113,575,460, compared 
with $100,992,531 for the 
period a year ago. 


same 


Hygrade Sylvania Corp. 

Net income for six months ending 
June 30 was $416,378, compared 
with $343,856 for the same period 
a year ago. 


Real Silk Hosiery Mills, Inc. 

Net loss for six months ending 
June 30 was $482,330, compared 
with a net profit of $63,558 for the 
same period a year ago. 


Dow Chemical Co. 
income for the year ending 
compared 


Net 


May 31 was $7,159,167, 


the | 


with $4,178,485 for the preceding 
yeat. 


Eureka Vacuum Cleaner Co. 

| Net loss for 12 months ending 
‘June 30 was $331,038, compared 
with a net loss of $212,102 for the 
preceding year. 


Industrial Rayon Corp. 

, Net income for six months ending 
\June 30 was $1,048,358, compared 
with $54,767 for the same period a 
year ago. 

| 
‘Intertype Corp. 

| Net income for six months ending 
June 30 was $89,849, compared with 
$48,688 for the same period a year 
jago. 


McCrory Stores Corp. 

Net income for 12 months ending 
June 30 was $2,342,381, compared 
with $1,957,662 for the preceding 
year. 


Guide Group Adds Two 


Andrew MacLeod, formerly with 
Stations WMCA and WHN, New 
York, has joined the sales staff of 
| Movie-Radio Guide. Alberta Hinck, 
| formerly with Lord & Thomas, New 
York, has been appointed assistant 
promotion manager of the Guide 
Magazines, formerly known as 
M.L.A. Publications. 


Appoints R. S. Clarke 

R. Stanley Clarke has _ been 
appointed sales manager of the Na- 
tional Technical Laboratories, South 
Pasadena, Cal., maker of automatic 
sterilization and chlorination equip- 
ment. He was formerly Los Angeles 
manager for Pacific Railways Ad- 
vertising Company. 


Waxelbaum Issues List 


Waxelbaum & Co., New York 
publishers’ representative, is dis- 
tributing its 1940-41 lists of Jewish 
and English-Jewish publications 
printed in the United States and 
Canada. 


Cate to Western Air 
Theodore W. Cate has been 

pointed advertising and 

of Western 


ap- 
promotion 
Air Express, 
Los Angeles. He was previously 
copy and radio director of the 
Mayers Company, Los Angeles. 


| Manager 


| sists 


Detachable Copy 
Feature of 
Keglined Organ 


New York, Aug. 29.—While 
American Can Company’s venture 
into the house organ field with a 
bi-monthly which will reach 300,- 
000 dealers is noteworthy, the na- 
ture of the publication, “Modern 
Beer and Ale Retailer,” makes the 
project even more revolutionary. 

Designed to provide a merchan- 
dising service for all retailers sell- 
ing beer in Keglined cans, the new 
paper includes colorful display ma- 
terial which is an integral part of 
the publication. The display 
streamers and panels are perfo- 
rated for easy removal and imme- 
diate use. The flap of the envelope 
which carries the magazine con- 
of perforated Keglined 
gummed stickers which solves the 
problem of displaying the promo- 
tion material. 

The current issue, for example, 
contains a four-color rotogravure 
center spread, depicting a consumer 
in the act of quenching his thirst 


with the contents of a Keglined 
can. The spread is perforated so 
that top and bottom can be re- 


moved separately from the staples 
which hold it. The spread is then 
pasted in its original position with 
the stickers. Or the various ele- 
ments can used effectively as 
units. The same treatment is pro- 
vided for the back cover. 

Roth, Schenker & Bernhard, Chi- 
cago, handles the Keglined 
count. 


be 


ac- 


EVENING COURSES IN 
MARKETING 
PRINCIPLES OF MARKETING 
SALES AND MARKET ANALYSIS 
RETAIL STORE MANAGEMENT 
SALESMANSHIP 
ADVERTISING PROCEDURE 


Classes Start September 17 


Instructors are business executives. 


CENTRAL YMCA COLLEGE 


19 SOUTH LASALLE + CHICACO « CEKTRAL 6787 


1940 


gains 


On the West Coast 


an Francisco 


Tue Corts Owwy Home ~Ownno Nowsraren. 


gai 


During the first six months of 


The San Francisco Chron- 


icle recorded the largest national 
advertising linage gains in the 
San Francisco field. 


In its field, The Chronicle was 
the only newspaper to show 


in total display during the 


first six months of 1940. Based 
on Media Records figures. 


Chronicle 


Represented Nationally by 
Sawyer - Ferguson - Walker Co. 


by The Chronicle Staff 
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ADVERTISING AGE 1940 


September 2, 


Coming 
Conventions 


Sept. 8-10. Annual convention, 
Insurance Advertising Conference, 
Chalfonte-Haddon Hall, Atlantic 
City. 


Sept. 8-11. Annual convention, 
Mail Advertising Service Associa- 
tion International, Stevens Hotel, 
Chicago. 


Sept. 9-13. Sixth annual Atlantic 
Coast Premium Exposition, Hotel 
Astor, New York. 


Sept. 13-14. Annual convention, 
Associated Coffee Industries of 
America, The Greenbrier, White 
Sulphur Springs, W. Va. 


Sept. 18-20. Annual convention, 
National Industrial Advertisers As- 
sociation, Hotel Statler, Detroit. 


Sept. 22-25. Annual meeting, 
Super Market Institute, Kansas City, 
Mo. . 


Sept. 23-25. Annual meeting, 
National Association of Retail Drug- 
gists, Pennsylvania Hotel, New 
York. 


Sept. 24-25. Annual meeting, Na- 
tional Publishers Association, Sky- 
top Lodge, Skytop, Pa. 

Sept. 26-28. Annual meeting, 
National Association of Photo- 
Lithographers, Palmer House, Chi- 
cago. 

Sept. 27-28. Fall meeting, Inter- 
state Advertising Managers’ As- 
sociation, Reading, Pa. 

Sept. 29-Oct. 2. Annual conven- 
tion and specialty fair, Advertising 
Specialty National Association, 
Stevens Hotel, Chicago. 


Oct. 2-4. Annual convention, Di- 
rect Mail Advertising Association, 
Chalfonte-Haddon Hall, Atlantic 
City. 

Oct. 7-8. Boston Conference on 
Distribution, Hotel Statler. 

Oct. 14-15. Semi-annual meet- 
ing, Newspaper Advertising Execu- 
tives Association, Blackstone Hotel, 
Chicago. 


Oct. 14-16. Annual meeting, Life 


Advertisers Association, Hotel 
Washington, Washington, D. C. 

Oct. 15-16. Fall meeting, Inland 
Daily Press Association, Hotel Sher- 
man, Chicago. 

Oct. 17-18. Annual meeting, 
Audit Bureau of Circulations, Stev- 
ens Hotel, Chicago. 

Oct. 23-26. Annual meeting, As- 
sociation of National Advertisers, 
The Greenbriar, White Sulphur 
Springs, W. Va. 

Oct. 24-25. Annual meeting, Pa- 
cific Council, American Association 
of Advertising Agencies, De] Monte, 
Cal. 

Oct. 28-30. Annual meeting, Life 
Insurance Sales Research Bureau, 
Edgewater Beach Hotel, Chicago. 

Oct. 28-30. Annual meeting, Na- 
tional 
Tire Dealers, Stevens Hotel, Chi- 
cago. 

Oct. 28-30. Annual convention, 
Financial Advertisers Association, 
The Homestead, Hot Springs, Va. 

Nov. 14-16. Annual convention, 


/Outdoor Advertising Association of 


America, Drake Hotel, Chicago. 
Nov. 25-27. Annual meeting, As- 


Association of Independent | 


sociated Grocery Manufacturers of | 


America in New York. 


LaChoy Food Appoints 


LaChoy Food Products, Inc., De- 
troit, maker of Chinese foods, has 
appointed MacManus, John & 
Adams, Inc., to handle its advertis- 
ing. A newspaper campaign is 
planned. Verne Kirby and Forrest 
Webster have been assigned to con- 
tact the account. 


Sealed Power Elects 

Sealed Power Corporation, Mus- 
kegon, Mich., has elected Raymond 
R. Beardsley as secretary, succeed- 
ing his father, Paul R. Beardsley, 
who will continue as treasurer. Neil 


A. Moore, general manager of the 
company, was elected vice-presi- 
dent. 


Features Racing Colors 

Color copy, featuring the racing 
colors of famous Kentucky thor- 
oughbreds, will be carried in Col- 
lier’s and Life this fall for Cream of 
Kentucky bourbon whisky, a prod- 
uct of Schenley Distillers Corpora- 
tion, New York. 


— A Market at “White Heat”——— 


If you could spend a day with us here in ROCK 


ISLAND-MOLINE 


watch 


the thousands of well 


paid workers converging on, or departing from, the 


Rock Island 


Arsenal, 


and our hundreds of other 


industrial work-shops 


watch the streams of pur- 


poseful trafhie 


enter our crowded stores 


hear the 


puff of long and heavily laden freight trains end- 


lessly moving in and out of this “hot spot” on the 


National Defense 


Map 


count the river tows 


crammed with thousands of tons of essential goods 


THEN you would clearly appreciate that the 


ONE market you cannot omit from your national 


linage schedules is MOLINE-ROCK ISLAND where 


the largest Ll. S. 


Arsenal (3 shift. 24-hour opera- 


tion) is bringing in new families, creating an acute 


housing shortage and foreing sales. construction 


and general business activities to a higher pitch, 


noticeable day by day. 


* MUSMIMO H>ZOmapZ ¥ | 


Argus - 


reach 9 out of 


Dispatch. 
10 of the 


without duplication, 
homes in Rock == 


Island County. 


A MEMBER OF ILLINOIS DAILY NEWSPAPER MARKETS 


New York 


Nat'l. Rep. The Allen-Klapp- Frazier Co. 


Chicago Detroit 


a 


THIS WEEK 


YEAR TO DATE 


Index of Retail Activity in 
82 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 
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JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 
% Gain % Gain 
34-Week 34-Week 24-Week or Loss or Loss 
Period Period Period 1940 1940 Week Week Ga 
Kended ended Ended over over Ended Ended or 
Aug. 27, 1938 Aug. 26,1939 Aug. 23, 1940 1938 1939 Aug. 26, 1939 Aug. 24, 1940 Lo 
‘Akron, © 7,000,466 6,345,081 6,126,707 22.5 3.5 154,102 167.587 
Albany, N. Y 5,424,439 5,293,766 5,013,708 7.6 5.3 116,554 110,210 
‘Atlanta, Ga , . § 608.696 10,021,876 9,511,177 1.0 12.9 315,686 
PneeeOPe, BEG, .ictsci 13,600,105 13,739,860 14,059,394 + 3.4 + 2.3 $42,121 ' 
Birmingham, Ala T,ON2.954 8,300,404 S,9S0,464 + 12.5 + 8.2 255,000 +1 
“Boston, Mass 11,569,639 11,714,256 11,168,212 3.5 1.7 09,639 1 
Dridgeport, Conn 5,728,266 6,205,842 6,476,180 + 13.1 +44 169,002 
Duffalo, N. Y §, 787,182 4,996,318 9,321,523 4.8 6.8 276,088 
Camden, N. J 2,368,173 2,615,816 3,413,541 14.1 0.5 TO,757 
Cedar Rapids la 56,816 S3,210,564 055,527 1 1 112,154 
Charleston, W Va U2 008 6,521,096 6,441,401 S.6 l 167,086 
“hicageo, I) 18.689 896 18.652.2395 17.018,304 a) ; 0 07 
Cincinnati, © 9,592,271 WS67,175 LO, 597,250 + 8.4 -o.4 250,404 124 
Cleveland, © 8 060,101 11,309,998 11,659,238 28.7 3.1 $19,538 
Columbus, © T7858 013 S 1,352 8,4 vid 7 5 225,821 
Dalla Tex 13,179,284 l 221,652 12,834,648 ae a.” HU.685 
Davenport, la H,035 210 973,192 6,086,456 0.1 1.1 176,372 
Davton, © S.OS4,110 S,784,130 8,012,684 10.2 1.5 221,658 7 
Doenvel Colo > 6870889 So8g 109 5.413.666 4.5 HS 148,771 
‘Des Moines, fa 1,104,229 1,037,661 1,248,668 3 2 63,123 22 : 
retroit Mich 11.00 Pa 12.470.008 13,000,907 3.9 + 4.3 m5 008 
il Paso, Tex 6,456,246 6,688,746 6,857,352 6.2 2.5 1N7,670 
Kerie, Pa o,6601,834 6,101,984 5,982,578 5.7 2.0 IS7,530 7 
Evansville Ind 7,759,472 7,568,202 7,752,247 1 2.4 212,982 
Fall River, Mass 1973,077 2,147,948 2,213,216 12.2 “ 6U,08S ! 
lint Mich £82 080 184,472 »,O82,85 ‘ 9.7 Lie 1S 4 
Fort Wayne, Ind 6,821.84 6.782.996 7.051.689 1 0 181.034 j 
(iary, Ind 3,613,435 .812,212 1,107, 82¢ 13.7 1.6 32,819 
Grand Rapids, Mich 5,697,572 »,481,822 5,688,956 0.2 S 162,848 , 
Cireenvills Ss fy 105,701 4,157,507 1,G68, 876 + 15.1 12.3 112,240 
Houston, Tex 10,529,638 10,876,642 12.059. 780 +145 10.9 ex 800 ] 
Huntington, W. Va , 4,584,251 4,798,223 505,641 + 15.7 10.6 167,412 if 
Indianapolis, Ind 8 940,050 LO,378,814 11,177,553 + 12.4 7.8 12,872 tON 052 
Jacksonville la 5,450,938 5,874,722 6,255,502 +144 6.1 175,518 163,884 t 
Jersey City, N. J 131979 1,359,903 1359396 + 6 25,46 1614 
Kansas City, Kan 1 760,416 1,664,201 1047.11 + 1 + 17.0 67,256 17,152 
Knoxville, Tenn H.374,507 6,765,575 6,745,774 + 5.8 0.5 178,892 175,252 
Little Rock, Ark 6,017,720 5.859.757 6,126,792 + 1.8 1+ 167,720 185,510 t 
los Angeles, Cal 14,852,089 15,958,163 15,667,676 + 5.5 1.8 448,737 25.5604 
|} Louisville, Ky S,S24,688 148,320 277,140 tD.1 +14 267,813 268,648 
Lynn, Mass 117,682 370514 5,702,424 16.0 + 6.2 142,086 167,580 
Manchester, N. H 2,344,077 OAS G1 »ST2.587 22.5 5S 64,110 58,382 ( 
Memphis, Tenn 7,169,974 i.0¢2,288 8,554,546 16.5 + 10.3 06,584 P11 4e t 
Miami, Fla S 750,070 S.696,19% 1,439,997 + 7.9 > S.6 171 14 177,387 | 
Milwaukee, Wis 540,682 8,955,168 TTS SS 4.7 10.0 234,540 271,825 y 
“Minneapolis, Minn 8,456,561 S,667,584 7,856,089 7.1 ‘4 249,450 240,014 
Nassau County, L. 1 1502.45) 1651,872 L5IS,833 + 1.1 8.1 37,697 tO. 880 } 
New Bedford, Mass LUSS 504 1,982,358 2,215,388 11.4 11.8 $5,048 S114 
New Haven, Conn 5,756,982 857,264 6,123,768 -H.4 + 4 153.664 155,176 ‘ 
New Orleans, La 11,876,702 12,441,833 12,876,948 8.4 5 57,224 50,020 
New York N. ¥ 36,526,340 H,4ASS,074 692,090 2.8 Y #4 SU4,505 me aT 
Brooklyn, N y 180,318 06,601 201,417 1.0 12.2 60,297 »1,258 0 
Norfolk Va O09 844 6,139,378 6,581,604 9.7 +7 176,134 18 14) t 
Oakland, Cal 1,704,900 1.076,472 604,407 19.1 12.4 103,066 16 Os 
“Oklahoma City Okla 7,680,825 5,788,076 091,440 35.0 13.8 146,076 149,912 t 
Omaha, Neb S49,935 TO9L156 SO1,557 1.3 2.5 WU, 288 101,238 } 
Peoria, 11 6,466,874 6,854,753 7,426,167 + 14.8 +83 201,184 194,376 
Philadelphia, Pa 16,322,073 17,196,393 17,042,981 + 9.9 + 4.5 410,764 90,205 ) 
Phoenix, Ariz 1,018,818 $715,600 IS% 254 + 10.0 121,408 145,264 
Pittsburgh, Pa 13,649,482 12,815,824 13,446,146 1.5 + 4.0 154,074 63,174 
Portland, Ore 7,480,856 8,129.16 7,191,376 o.% 11.5 244,000 206,444 ' 
Reading. Va 6.022 582 6348.01 6.764.196 12.3 Ht 156.268 176,008 
Richmond, Va 7.603, 000 S207 980 8,174,572 6.5 4 245,004 282.870 
Rochester, N. Y 0 .134,456 ® 585,214 1,763,353 6.0 1.4 240,546 2HOLO84 
Rockford 111 168,782 »,129,362 $04,788 LL 7. Lit aD ISS.524 
Rock Island-Moline, 11 OSU 7O2 226,818 », 452,408 vs + 2.0 138,474 7. 
Sacramento Cal $00) 17 261,718 OTS 61% 145,608 Tu.074 
San Antonio lex $011, 766 OSU 240 1,4 92 } 14! 4 $4,554 
San Dies Cal S,140,910 8.379,551 6, YO O58 Li.t 4 4 $4.0ut 
Seattle Wash + 830,343 7.154 ri 7 4 7,206 
South Bend, Ind 1,504,919 Lali S30 108.2 ' x0 SS 
‘Spokane Wash 1,155,756 $254,626 4,127,778 7 iL ] 2u4 P3424 
St Lauis Mo 11,164,281 11,341,075 11,523,015 y > 1.6 OT 540 O1G4ds 
St Paul Minn 7.130.542 6.662.150 6.654.347 1 2 BOR S3.843 
Svracuse N \ 1,261,608 $457,019 $560,161 ( 111,208 122,794 
Tacoma, Wast 6.704 1,0) 716 1,1 Lie 11 } 1] 120 6,084 
Tampa Kila »SS4,814 12HH 542 l hire i 117,600 OS 1PNt 
Toronto (ont Ca 1LO.9T1.637 1o.40 3) 1HO9 207 12 Sf 74,183 2 
Troy N \ HOL TSS $6,774 fo. 612 ‘ ( 1.204 He 
Tulsa, Okla TOLSAS 702.116 h,¢ 710 j 4 160 2 Ltt j 
Washi ton I . 1.615.966 21,298,448 21,587,416 1 > 14 $92 3356 % Lee 
Youngstown, © 1,651,873 1854.46 10,04 14.1 H 159,908 O,SUs 
Potal H068 GOT 501 621,002,111 H2U Soo,220 ; ‘ 14 16,824,002 17,419,341 
l Akron Times-Press discontinued Aug. 28, 1938 ® St. Paul Daily News dis ntinued April 30 
2 Linage of Daily American combined with Record 10 San Diego Sun suspended publication Nov. 2 
Buffalo Times discontinued Aug. 1, 1939 I Atlanta Georgian and Sunday American cea 
4 Chicago Herald & Exam. discontinued Aug 8, 1939 lication Des 17, 1939 
Milwaukee News discontinued Jan. 14, 193 Linage of Syra se Journa bined wit! 
6 Oklahoma New discontinued Feb, 24, 19 l Minneay is Sta ind Journal 1 reed Aug 
7 News-Times discontinued De« 28, 1938 i4 tetaile ri} i t porary is] 
S Spokane Press discontinued March 18, 1939 i rtising 
Creamer Agency Moves To Needham & Grohmann Crawford to Toledo 
Theodore B. Creamer Advertising The American Woman's Club,! J. G. Crawford has been ! ea 
Agency, Los Angeles, has moved’! New York, has appointed Needham advertising and promotional : 
offices to 701! S. Lorraine boule-|& Grohmann, New York, to direct ager of the Weatherwax En 
vard. its account. ment Service, Colton bldg., 7 
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September 2, 1940 


ADVERTISING AGE 


25 


The rates for this department are 


“Help Wanted,” 
“Representatives Available,” 30 cents 
cash with order 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


$4.75 per inch. 


“Positions Wanted,” 


as follows: 
“Representatives Wanted,” 
a line, minimum charge $1. 


and 
Terms 


POSITIONS WANTED 


COMMERCIAL ARTIST, 4 yr. grad. in| 
Adv. Design at Art Institute of Chi- 
cago. Desires job in Layout, Letter- | 

g & Design. Age 24, with 3 yrs. ex-| 
perience, 
box 3109, ADVERTISING AGE, Chego. | 
RADIO PROMOTIONAL CONSULTANT 

Twenty-five years experience. Back- 
ground: Radio from inception. Sales 
promotion. Point of Sale Display and 
Merchandising Vaudeville, including 
Music and Legitimate. Advices on, or 


reation of, complete Radio Promo- 
tional Projects. Spot or National. 
Permanent or Contract basis. 

Box 3110, ADVERTISING AGE, Chgo. 


They call me 
“CORNY” 


I'm the “Obvious Adams” of advertis- 
ing—the fellow who comes up with 
brilliant’ ideas and copy that are| 
sometimes scornfully labeled “corny” 
but which, despite the stigma, often 
make the cash register work over- 
time! 

\ progressive manufacturer whose 


advertising philosophy is similar can 
acquire an ad manager who will help 
the company’s own “business index” 
imb. An agency or sales promotion 
organization not interested in adver- 
tising awards but in results can add 
nother hard-hitting copy, idea and 
contact man who at 36 is in the midst 
of his most productive years. I know | 
the retailer's viewpoint via the col- 
lege of actual experience. Am I bid 
$10,000 for my services? 
Box 3111, ADVERTISING AGE, Chgo. 


POST CARDS 


| 

“PHOTO” POST CARDS 
Newest, most economical method of 
displaying any product. Samples and 
prices on request, Giraphie Arts, 


Hamilton, Ohio, 


HELP WANTED 
WANTED—EDITOR for trade paper 


in Fleet Service field. Send complete 
details, experience, age, salary, small 
foto, five references. 

Box 3112, ADVERTISING AGE, Chego. 


COPY WRITER 
for Chicago agency. Must be creative, 
inventive. Thoroughly experienced in 
agency copy. Able to handle heavy as- 
sizgnments. Capable commanding over 
$5,000 a year. 

Female positions also open. 
FRED MASTERSON 
Sinclair-Masterson Personnel 
Room 1528, 120 8. LaSalle St., Chicago | 


| Army 


REPRESENTATIVE AVAILABLE 

PUBLISHER'S REPRESENTATIVE 

experienced advertising space sales- 
man, wide acquaintance, N.Y.C. 
wants Eastern representation of 
leading publication, commission basis 
tox 3113, ADVERTISING AGE, N. Y 


PHOTOGRAPHY 


14(00,000 stock pictures, all subjects. 
Over 1,200 correspondents execute 
photo assignments anywhere in U. S 
promptly, at low cost! 
ree-lance Photographers Guild 
219 East 44th Street, N.Y.C. 
MUrray Hill 2-3810 


MISCELLANEOUS 


Tools tor the Sales Builder—attractive 
illustrated booklets, folders, broad- 


sides, teproduced economically by 
Laurel's improved process 

500 (S'ex1Ll") copies $2.63 
Larger quantities, lower prices All 
sizes available. Request free descrip- 
tive manual In Met. N. Y. ask for 
representative. WAlker 55-0526. Color 


work specialists 


Laurel Process, 480 Canal St... N. ¥. C. 


Frier Succeeds 
Custer, Veteran 
Rail Advertiser 


Chicago, Aug. 29.— The retire- 
ment of Charles R. Custer, manager 
of the advertising department of 
the Chicago and North Western 
Railway, who started his career 
with that railroad more than fifty 
years ago, was announced today. 

Mr. Custer, nationally known in 
the railroad advertising field, will 
terminate his duties with the North 
Western Sept. 1, at his own request. 
He will be succeeded by Harry W. 
Frier, now assistant advertising 
manager of the De Soto Division of 
the Chrysler Corporation in Detroit. 

Mr. Custer was employed by the 
North Western Nov. 1, 1889, as an 
office boy. He rose through the 
various ranks of clerk, general ad- 
vertising agent and assistant general 
passenger agent to his present post. 
He has been in the advertising de- 
partment of the North Western Rail- 
way for almost 30 years. 

Mr. Frier served the North West- 
ern Railway as assistant advertis- 
ing manager from 1930 until 1936, 
at which time he joined the Chrysler 
organization. Prior to that time he 
been associated with General 
Outdoor Advertising Company, Ol- 
Rug Company, and McCutch- 
eon-Gerson Service. 


n } 
nad 


SO! 


Ross Opens Studio 


Matthew Ross has opened a com- 
cial photography studio at 17 
45th street, New York. 


MAILING SERVICE 


Multigraphing Filling-in 
\ddressing— Mimeographing 


THE LETTER SHOP, Inc. 


40 Se. Dearborn St. Wabash 8655 
CHICAGO 


me 


W 


able 


Heil, Cletrac 
Cooperate in 


Unit Selling 


Cleveland, Aug. 28.—How 
cooperating to simplify problems of 
their prospects was 
here this week at a joint meeting of 
salesmen of Heil Company, Milwau- 


kee, and Cleveland Tractor Com- 
pany. 
Under the new arrangement, 


Cleveland Tractor Company will be 
to offer a complete line of 
auxiliary equipment for the first 
time. All types of the Heil Com- 
/pany’s earth-moving and _ trail- 
building machines, including bull- 
|dozers, scoops and rollers, have 
| been adapted to “Cletrac” units. In 
| addition, Cleveland Tractor Com- 
|pany is offering non-competitive 
‘equipment of other manufacturers 
to round out its line, which includes 
farm machinery as well as indus- 
| trial. 
| The unit sales idea will be 
}emphasized in joint advertising in 
industrial publications reaching pri- 
mary markets. Individual advertis- 
ing will also emphasize the new 
relations of the two companies. 
The country’s defense program, 
embracing establishment of many 
new airports, is expected to provide 
new markets for the Cletrac line, 
which is also reaping the benefits of 
a generally improved industrial out- 
look. 


Sylvester Adds Four 

Four new members have been 
added to the Ellsworth A. Sylvester 
Industrial Advertising Agency, 
Pasadena. They include: 
Sterling, business manager; Edward 
O. Holloway; Harold M. Huston, 
mechanical and structural engineer, 
copy consultant and account execu- 
tive, and James Hawkins, commer- 
cial artist. 


865 Newspapers, 
UFarm Papers 
for Army Drive 


all 


| opportunity 


| ing power. 


two | 
important industrial companies are | 


demonstrated | 


Ned F.| 


JOHN A. CAIRNS 


& COMPANY 


TEXTILE 
ADVERTISING Bis Beli eaia 


45 EAST 17th ST. 


Freer Sees Dange 
to Competition 
in Emergency 


New York, Aug. 28.— Warning 
that in an emergency period requir- 
ing the close cooperation of indus- 


| try and government there was dan- 


Opportunity to Learn 
Useful Trade to Be 


Given Stress 


Philadelphia, Aug. 30.—Based on 
the “earn while you learn” advan-| 
tages offered young men in the 
various arms and services of the 
U. S. Army, an advertising cam- 
paign to accelerate voluntary en- 
listments will begin the first week 
in September in 621 communities 
in which there are main recruiting | 
stations or sub-stations. 

Designed to support the efforts of 


the local recruiting staff in each 
community, the advertising sup- 
plements recruiting activities 


already in operation, in which the 
recruiting service has 
had “splendid cooperation 
along the line” from  publica- 
tions, radio, outdoor, and all other 
of 


already 


types advertising media on a 
voluntary basis. The over-all ob- 
jective is to increase the Army’s 


enlisted strength to its full author- 
ized limit of 375,000 men by Jan. 1, 
1941. 

Appeals in the advertising are 
based jointly on data developed 
through actual experience by the 
Army recruiting service, and 
through test interviews with a typ- 
ical cross-section of young men in 
the enlistment eligibility bracket in 
all parts of the country. 


Chance to Learn 


Most effective appeal to the 
young man of today, according to 
the information obtained, the 
offered in the Army 
learn craft or skilled 


Is 


for him to a 
This intensified by 
the fact that mechanization and 
science are of ever-increasing im- 
portance in the Army, with the re- 
sult that its men will be trained in 
specialized lines similar to those in 
demand in civilian industry. 

This “opportunity” appeal, 
sequently, will be the keynote of 
the Army’s recruiting advertising, 
supplemented by sports, travel, ad- 
venture and other appeals, which 
are important but ranked below the 
“individual improvement” 
on the basis of the data compiled. 

A total of 865 newspapers, and 25 
regional farm publications will 
carry the advertising, with a stag- 
gered schedule arranged to 
deliver localized advertising mes- 
sages with maximum possible fre- 
quency in each community. While 
the main theme will form the back- 
ground for all the advertising, the 
individual advertisements will pre- 
sent in series the specific oppor- 
tunities offered in each arm and 
service of the Army. The first in 
the will feature the Army 
Air Corps. 

N. W. Ayer & Son, 
agency 


1S 


con- 


SO as 


series 


Inc., is the 


Western for Haggerty 


The Los Angeles office of West- 
ern Advertising Agency has been 
appointed to handle outdoor adver- 
tising of J. J. Haggerty Company, 
women’s and misses’ clothing. 


White Announces List 


White Motor Company, Cleveland, 
will use Fortune, The Saturday 
Evening Post and Time in its fall 
campaign, George H. Scragg, adver- 
tising director, has announced. 


Solberg to Eastern 


Thor Solberg, New York, has ap- | 


pointed Eastern Advertising Agency, 
New York, to handle promotion of 
its aircraft sales and supplies. Avia- 
tion business papers will be used. 


Randall Expands 


Randall Company has moved to 
larger quarters at 331 Madison ave- 
nue, New York. 


| shall 


| functions of business 


ger to the competitive system, R. E. 
Freer, member of the Federal Trade 
Commission, today told the National 
Association of Credit Jewelers that 
they should make certain that “ef- 
fective cooperation for defense of 
political and economic democracy 
not destroy the competitive 
system.” Mr. Freer maintained that 
competition was the “foundation 
stone of our economic democracy.” 

Commissioner Freer emphasized 
that in “no sense does the Commis- 
sion interfere in the managerial 
such regula- 
tion is left, under the theory of the 
antitrust laws, to the natural forces 
of fair competition.” He con- 
cluded by telling the jewelers that 
the national defense demanded “that 
business men generally will realize 
that this cooperation requires 
great deal of statesmanship 
their part.” 

Describing the activity of the 
Federal Trade Commission in try- 
ing to keep a fair standard of com- 
petition among rival industries and 
businesses, Mr. Freer explained that 
it the Commission’s practice in 
cases found which do not involve 
fraud, danger to public health, or 
monopolistic practice, to dispose of 
the violation by a stipulation which 
is an agreement “whereby the of- 
fending party admits the acts com- 
plained of and binds himself not to 
repeat any such violations of law.” 

Another supplemental method 
used by the Commission in dealing 
with violations, he 


a 
upon 


IS 


explained, is 
the trade practice conference pro- 
cedure, whereby members of the 


industry agree to accept rules estab- 


| lished by conference with the FTC. 
trade, in order to improve his earn- | 


t Wrigley Uses 


Milk Drivers 
for Sampling 


Chicago, Aug. 29.—While the dis- 
tribution facilities of dairies have 
long excited the admiration and 
challenged the imagination of ad- 
vertisers, most of their methods of 
utilizing these services have bogged 
down because the milk wagon driver 
is physically incapable of handling 
more than his present tonnage. 

The Wm. Wrigley, Jr. Company, 
always sensitive to new possibilities, 
has overcome this common objec- 
tion in using the milk man as a 
distributor of samples of Spearmint 
gum. Several of Chicago’s largest 
milk companies are using slipover 
collars on their milk bottles, the 
accompanying message reading 
something like this: 

“Here are two aids to bright, 
strong teeth—wholesome fresh milk 
and delicious Wrigley’s Spearmint 
gum.” An aside to the housewife 
suggests that the gum is likely to 
be difficult to masticate after its 
companionship with the cold bottles 
and may need a little warming up. 

Henry L. Webster, advertising 
manager of Wrigley, said that this 
type of sampling is an experiment 
which thus far appears exceedingly 
successful, the novelty alone causing 
recipients surprise and rejoicing. 
Mr. Webster dissipated the idea, 
however, that this form of sampl- 
ing is less expensive than others. 
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HOTEL EDISON 


SAME OWNERSHIP 


Direct Subway gntrance 
to. Worlds Far 


New York's Popular 


HOTEL 


LINCOLN 


441TH TO 45TH STS. AT 8tH AVE. 


1400 ROOMS from $3 


Each with Bath, Servidor, and 
| Radio. Four fine 


restaurants 


for cuisine. 
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Terrific Battle 
Looms Among 
Low Price Cars 


(Continued from Page 1) 


proved dealer coverage with a fall 
campaign which will be even 
broader and more intensive in scope 
than last year’s whirlwind drive, 
officers of the company said today. 
In excess of $1,000,000 has been 
appropriated for the introduction 
alone, in line with the pronounced 


optimism which pervades automo- | 


tive circles. 

Virtually every medium will be 
employed, with newspapers, maga- 
zines, radio, trade papers, direct 
mail and localized dealer effort 
playing coordinated roles in the 
strategy. While no official announce- 
ment was forthcoming, it is reported 
that newspaper copy will be built 
around the industry’s new recogni- 
tion of the importance of the fem- 
inine voice in animating the man 
who wields the check book. 


More than 1,500 newspapers will 
be used, with introductory copy 
covering the complete line, then 


shifting to the lowest price Cham- 
pion as dealers are stocked. Color 
will be used widely in newspapers 
as well as in magazines to concen- 
trate attention on the bigger, more 


powerful 1941 Studebakers' with 
their dramatic slip-stream styling 
of an advanced torpedo type. 


Lavish with Color 


Studebaker’s magazine advertis- 
ing, always distinguished for its 
brilliant natural color photography, 
will again employ this device to 
impress millions of readers with the 
beauty of the new “Deluxe-tone” 
models. Magazines on the list in- 
clude American Boy, Collier’s, Lib- 
erty, Life, Newsweek, The Saturday 
Evening Post and Time. The farm 
field will receive cultivation through 
Country Gentleman, Farm Journal 
and Farmer’s Wife, Hoard’s Dairy- 


_UNLOOSED SEPT. 5 


man, Progressive Farmer and West- 
ern Farm Life. | 

The Studebaker Champions will | 
again hold forth over an increased 
list of spot stations aggregating 90. 
Richard Himber and his orchestra 
and sensational singing group will 
be augmented by five outstanding 
radio artists in a fast-moving new 
series of 15-minute programs. The 
visitors will be Rudy Vallee, Kate 
Smith, Lanny Ross, Frank Parker 
and Ethel Merman. Studebaker’s 
craftsmen, who scored on last year’s 
Studebaker programs, will return 
for an encore in a series of drama- 
tized commercials. 

The account is handled by Roche, 
Williams & Cunnyngham, Inc., Chi- 
cago. 


FALL PONTIAC DRIVE 


Detroit, Aug. 29.—The largest 
introductory campaign in the his- 
tory of the Pontiac division, Gen- 
eral Motors Corporation, will break 
in newspapers Sept. 5, W. J. Mougey, 
advertising manager, announced 
today. The advertising appropria- 
tion for fall, stepped up 65 per cent 
over 1939, will employ 2,500 news- 
papers, representing 69 per cent of 
the Pontiac budget, Mr. Mougey 
said. Magazine and outdoor adver- 
tising will also represent a consider- 
ably larger expenditure than a year 


ago. 

Pontiac will be represented 
weekly or oftener in its newspaper 
list during the last four months. 


Copy will range from 48 to 144 
inches in size. Mr. Mougey said 
that this high-powered campaign 


will reach “a majority” of the coun- 
try’s newspaper readers. Mass cir- | 
culation magazines and 6,000 out- 
door panels complete the schedule. | 
The account is handled by Mac- | 
Manus, John & Adams. 


Wagner to , Gimbel's 


Richard D. Wagner, general man- | 
ager of MacDonnell’s, Inc., Boston 
apparel shop, has been seein | 
assistant to Jacques Blum, president | 
of Gimbel’s Department Store, 
Pittsburgh, in a merchandise ca- | 
pacity. 


Net path ciraulation Siptember, 1940 issue 
The American Legion Magazine 


: ~¢ end White a 
Page Cost per Thousand | 


940 over September, 1 


‘The American Legion Magazine 


| 
| 


New York - Chicago - Atlanta - Los Angeles & 


| editors. 


| canization 
| which was being prepared by the 


|birthday. He 


iW. (Wally) Pierce, Jr., 


| from 


| Peritonitis Ends 
Brilliant Career 


of Fred Cook 


South Bend, Ind., Aug. 28.—The| 


long advertising career of Fred C.| 
Cook, vice-president, McDonald- | 
Cook Company, 
timely end 
when Mr. 
Epworth Hospital, following an 
emergency operation Monday night. | 
He had been ill since last Thurs- 
day with peritonitis. 

Mr. Cook, who was 53 years old, | 
was formerly vice-president of the 
Anderson Company, automotive 
specialty manufacturer of Ham- 
mond, Ind.; sales and advertising 
manager, South Bend Watch Com- 
pany; with the mail order division 
of Studebaker Corporation, and 
with Burnett-Kuhn Advertising 
Company and the old Frank Sea- 
man Company in 


yesterday morning 


1929. 
Sold Watches by Mail 


came to an un-| 


Cook passed away in) 


| 


Chicago. He) 
joined the South Bend agency in | 


While he formerly served as ac- 
| Howard newspapers for more than 


count executive on the Studebaker 
account for Burnett-Kuhn, 
Cook’s outstanding achievement is 
generally regarded as his develop- 


ment of new markets for the South /advertising departments of 


Bend Watch Company. 
at its zenith, Mr. 


watch company in the mail order | 
business with both feet. The new 


instalment plan. 


CROSLEY 
*HETMED 8 RAI 


More than 1,000,000 persons have visited the Crosley exhibit at the New York 


Fair, accounting for more than I5 per cent of total attendance. 


Broadway 


show girls demonstrate Crosley appliances. 


Mr.|a quarter of a century. 


In the 21 years he had lived here 
he had been associated with the 
all 


Long a three Columbus daily newspapers. 
student of the mail order field, then | Prior 


to that he had worked on 


Cook put the | newspapers in Cleveland, Toledo, 


| Cincinnati and pectin mB ©. 


| marketing system involved both a| JAY CLARENCE BARNES 


mail order selling technique and an | 


New Orleans, Aug. 26.—Jay 
Clarence Barnes, advertising direc- 


| tor of New Orleans Public Service, 


While many veteran executives | 
of the watch company believed 
that instalments represented § a 


dangerous innovation, Mr. Cook 
which was featured in the adver- 
tising, was of such high quality 
| that no buyer would consider part- 
ing with it when it was once in his 
possession. Later events justified 


this confidence, the South Bend 


‘company piling up a remarkable|. 


volume for many years until new 
management took over and _ initi- 
‘ated new policies. 

Mr. Cook’s proclivity for trench- 
ant writing caused many demands 
to be made upon him by magazine 
At the time of his death 
he was in the midst of an Ameri- 
campaign, copy for 


McDonald-Cook Company. The 
widow and two sons survive. 


JOSEPH R. TOMLIN 

Cincinnati, Aug. 26.—Joseph R. 
Tomlin, 85, the dean and daddy of 
all Cincinnati advertising men, died 
at his home here Aug. 22. 

An employe of the Cincinnati 
Times-Star for 59 years, Mr. 
lin had retired ten years ago, but 
always remained active in advertis- 
ing matters, attending the meetings 
of the Advertisers’ Club of Cincin- 
nati, of which he was a charter 
member. 

His record with the Times-Star 
overshadowed that of any other 
employe, for he started with the 


paper in 1872, three years before 
C. H. Rembold, secretary of the 
company, who is still active in the 


management of the 
served as typesetter, 
writer, circulation 
and advertising solicitor. 

Mr. Tomlin served the Advertis- 
ers’ Club of Cincinnati as president, 
and later as_ secretary. A 
months before his retirement from 
the Times-Star, he was honored by 
the club on the occasion of his 75th 
received a diamond- 


paper. He 
reporter, sports 


studded 


medallion and was ap-| 
pointed sergeant-at-arms of the! 
| club for life. 


WALLACE PIERCE, JR. 
Columbus, O., Aug. 26.—Wallace 
advertising 
manager of the Sunday Star here, 
died of cancer in a local hospital 
shortly after being brought 
Memorial Hospital, New 
York. He was 48. His father Wal- 
lace W. Pierce, who died in Cleve- 
land two years ago, was an 


|advertising executive for Scripps-| 


| contended that the 21-jewel watch, | tion, 


Inc., a past president of the Pub- 
lic Utilities Advertising Associa- 
former president of the Ad- 
| vertising Club of New Orleans and 
former head of the advertising and 
publicity section of the American 
|Gas Association, died suddenly at 
his country home at St. Francis- 
ville, La., Aug. 15. 

Mr. Barnes was unusually active 


in civic, educational and fraternal 


| circles. Among other things, he was 


a former president of the Young 
Men’s Business Club, of the New 


{Orleans Council of Boy Scouts of 


"| 


Tom- | 


superintendent 


America, several times chairman of 
the publicity committee of the 
Community Chest, and chairman of 
the Commanders Council of the 
American Legion. 


DR. THOMAS M. WHITEMAN 
Latrobe, Pa., Aug. 26. — Dr. 
Thomas M. Whiteman, 63, founder 


and editor and publisher of the) 
Daily Latrobe Bulletin, died at his 
home here Aug. 21 after a_ short) 


illness. Dr. Whiteman founded the 
Bulletin in 1902. Between 1919 and 
1924 he was a member of the Penn- 
sylvania_ state __ legislature. 

Whiteman was widely known 


ness affairs and for 
charities. 


JOHN T. LITTLE 

Niagara Falls, N. Y., Sept. 
John T. Little, of the 
staff of the Niagara Falls Gazette, 
died here Aug. 27 after a short ill- 
ness. He was formerly publisher 
of the _ Frontier News. 


‘Feature Radio Stars 


few | 


back | 


in Grabow Pipe Copy 

Leading radio stars will be fea- 
tured in advertising for Dr. Grabow 
pipes soon to be released in a na- 
tional campaign using newspapers, 
college publications and _ Life. 
|Celebrities like Bing Crosby, Bob 
Hope, George Burns, Don Wilson, 
Professor Quiz, Ken Murray and 
Dr. I. Q. will be shown smoking Dr. 
Grabow pipes. 

Simons-Michelson Company, De- 
| troit, has the account. 


Canada Dry to 
Distribute “Ripy” 

Canada Dry Ginger Ale, Inc., has 
taken over distribution of Old Ripy, 
Kentucky Bourbon whisky, made 
jin Tyrone, Ky. 

Advertising will 
J. M. Mathes, Inc., 
lagency. 


be handled by 
the Canada Dry 


Dr. II 
for | 
his participation in civic and busi-| 
his numerous 


| 


3.— | 
advertising | 


Y&R Shifts Staff in 
Detroit and New York 


John F. Reeder, vice-president of 
Young & Rubicam, and former), 
manager of the Detroit office, has 
been appointed manager of the con- 
tact department in the New York 
office. He will continue to supervis: 
the Packard Motor Company ac- 


count. George W. Davis, who ha 
been Mr. Reeder’s assistant, suc- 
ceeds him in Detroit. 


Elton F. Hascall has been trans- 
ferred from the new business de- 
partment to the position of contact 
supervisor in the Detroit offic 
Howard K. Jones, a member of th: 
Detroit contact staff, has been as- 
signed to the New York contact 
staff. 


Alley & Richards Adds 
Four Accounts 


Among new accounts of Alley & 
Richards Company are National 
Cotton Council of America, Mem- 
phis cotton growers; Revere Sugar 
Refinery, Boston; Rock of Ages Cor- 
poration, Barre, Vt., memorials; and 
New England Power Company, Bos- 
ton. All are being handled by the 
agency’s Boston office. 


Currens Leaves Norwich 


Turner F. Currens has resigned as 
vice-president and manager of the 
Eastern sales division of Norwich 
Pharmacal Company, Norwich, 
N. Y., after more than 35 years 
with the company. Guy L. Mar- 
sters, a vice-president and director, 
who will move his office from Nor- 
wich to New York, succeeds Mr. 
Currens who continues as a direc- 
tor. 


GATEWAYS 
NEW ENGLAND > 
MARKETS 


For the Food Field: 
The Yankee Food Merchant 


Covering over 75°% by volur 


of New England's Gro« 
Sales where 2% of the ¢ 
try’s area does 10% of | 
country’s food business 


For the Drug Field: 
The 
Apothecary 


A 53 year old medium ser 
officially the druggists of ‘ 


England plus numerou 
ers among influential 
leaders nation wide 


For the Farm Field: 
New England Poultryma 


A fearless and well read 
tional farm paper with a 
tional influence § serving 
$50,000,000 New Eng 
poultry industry 


Rates and sample copies on applicat: 


EASTERN PERIODICALS, |i. 


5 Park Street Boston, Mass 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


HUMOR HELPS LITHOGRAPHER SELL 
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One of a series of six humorous full-color photographic broadsides being used 
by Western Printing & Lithographing Company to show the quality of its repro- 
duction. Photographs are from Frank Lewis, Inc. 


This simple but efficient display for Jelke 


iC PAPER NOW USED IN SCULPTURE whipped dressing and mayonnaise prod- 

a ucts has proved its worth, a survey prov- 

ic- — ing that 75 per cent were still in use Union Starch & Refining Co., Columbus, Ind., has abandoned its traditional tin 
F more than six months after they were container in favor of this sparkling glass, the transition being preceded by 

1s 7 distributed. They are being placed in elaborate tests in all types of outlets. 


additional stores currently. 


Lhe 


WILLYS-OVERLAND GREETS NEW COUNSELOR 
GLAMOR-TONE 
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Nor- 
Mr. 
irec- One of three full-color displays for the 

new Crosley Glamor-Tone radio now 
—_— being distributed to dealers. Einson- Laury J. Golden, sales manager of Willys-Overland, and Joseph W. Frazer, 
—] Freeman Company produced the displays. president, welcome Theodore F. MacManus into the fold. 
j KELLOGG PUTS FIVE DIFFERENT PRODUCTS IN ONE PACKAGE 

ted 


New technique developed by Edward Hackney for Acme White Lead & Color 
Works, Detroit, and produced by New York Lithograph Company. Paper sculp- 
tures are made of different weights and types of drawing and printing, and in 
some instances, decorative papers. The final process is photographing, either in 
black and white or color. 


SEVEN MILLION IN SEVEN YEARS 
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This new variety package of the Kellogg Company contains 10 individual-size packages of five different Kellogg cereals. 
It is designed to meet the needs of those who want variety in their breakfast cereals or who have large families with dis- 
similar tastes. 
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ee Every advertising page starts out in life as so many square | 
‘ 7 i inches of white space. | 
: ; It isn’t the cost of that space which determines its va/ue | 
to an advertiser. 

It’s the power of the message put there: the number of 
bs people it interests, convinces, and turns into buyers. 
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